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“Dr. Jurkat’s method,” says 
Alderson & Sessions, “is a multi- 
ple regression technique starting 
from the concept of net growth as 
a component of the original se- 
ries... .” 

How’s that again? 

vvwy 


“Bombi Bouquet,” its makers 
declare, “may be worn majestic- 
ally day or night.” 

What gal you know longs to be 
majestic? , 

-— se 6} 


Beverage Media’s survey shows 
that New York dealers whose in- 
ventories are above normal ex- 
pect to liquidate them by mid- 
summer. 

They should find plenty of en- 
thusiastic liquidators willing to 
cooperate. 

vvwy 


St. Louis media have not only 
banned “super-colossal” advertis- 
ing claims, but have even ruled 
out references to one-cent sales. 

This leaves the Post Office with 
a corner on that rind of mer- 
chandise. . 

2 < 2 


Detroit Times says its Philo- 
mena “is a saucy bit of pulchri- 
tude in her own right.” 

Who said beauty: editors should 
be heard but not seen? 


7” VF 


Gene Flack, president of the 
National Federation of Sales Ex- 
ecutives, says it will emphasize 
the importance of selling as a 
career. 

And like Gene, scatter a little 
sunshine along the way? 


,  F 


The cosmetics industry seems to 
be having a few troubles at pres- 
ent, and perhaps the gals have 
decided that the whole business 
is just a skin game. 

vvwy 


Advertising conventions at Sun 
Valley, Hot Springs, Atlantic City 
and other attractive resorts make 
it .hard for people outside the 
business to understand all those 
ulcers. 

vvweyY 


“Founder’s photo won’t win 
sales, NRDGA forum told,” head- 
lines the world’s greatest adver- 
tising journal. 

How about the Smith brothers? 


-.. ¥ 


The New York Mirror, debunk- 
ing more cherished legends, as- 
sures you that goats can neither 
eat nor digest tin cans. 

But don’t they enjoy an occa- 
sional snack of the labels? 


— @ S 


“We’re not interested in lo- 
cating a man with business in his 
pocket,” asserts an advertising 
agency looking for an account ex- 
ecutive. 

But maybe it will let him con- 
tinue to wear his vest. 


i 


Bill Corum did his best for the 
National League in the All-Star 
game, and now he can say, “Wait 
till the Cards meet the New York 
Yankees in the world’s series.” 


Copy Cus. 


Chicago Furniture 
Show Attracts 
30,000 Buyers 


Higher Prices Fail 
to Check Purchases 


as Quality Improves 


Cuicaco — Although the semi- 
annual furniture show here last 
week resembled a madhouse less 
than in recent years, the number 
of buyers—particularly of satis- 
fied ones—was reported the largest 
in history for the summer show- 
ings. 

About 30,000 buyers are ex- 
pected at the American Furniture 
Mart and Merchandise Mart be- 
tween July 7 and 19. And more 
than 10,000 manufacturers’ repre- 
sentatives are here again to show 
new merchandise. 

First indications on buying as 
the show opened were that, de- 
spite reported price rises of 3 to 
17%, retailers were placing heavy 
orders. Quality of furniture is 
vastly improved over a year ago 
and even over last January, when 
something akin to a buyers’ strike 
occurred. This time the stores 
are buying, willing to keep in- 
ventories up as their sales so far 
are bearing up well, too. 

Lawrence H. Whiting, president 
of the Furniture Mart, said that 
1,100 carloads of new merchan- 
dise had been shipped into the 
mart for the show and that 80% 
of the furniture and appliances 
on display is new. 


Buying for Short Term 


Among new items here are the 
Frigidaire automatic washer, 
ironer and drier group; new elec- 
tric and gas ranges by Norge di- 
vision of Borg-Warner Corpora- 
tion; “budget” electric ranges with 
extra-large ovens by Presteline 
division of Pressed Steel Car 
Company; toasters and mixers by 
Westinghouse Electric Corpora- 
tion, not yet in production on 
these items; functionalized 18th 
Century furniture by Morganton 
Furniture Company and Drexel 
Furniture Company; Admiral Cor- 
poration refrigerators that do not 
require defrosting; Conlon agi- 
tator-type washers; Tappan Stove 
Company automatic gas ranges; 
many new radios, including Ad- 
miral’s $17.95 table sets, etc. 

In nearly all lines—case goods, 
novelty furniture, appliances, 
housewares and upholstery furni- 
ture—quality is up markedly over 

(Continued on Page 62) 
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PRICE SLASH—The $30 trade-in dis- 
counts offered on new Sparton radio- 
phonographs were announced in this 


full-page newspaper ad in Chicago, 

listing ‘retailers in that city, in other 

Illinois markets and four other mid- 
western states. 


Sparton Offers 
$30 Trade-ins 


on New Radios 
Dealer Co-op Ad 


Drive to Promote 
Special Discount 


DeETROIT—A cooperative dealer- 
manufacturer advertising cam- 
paign featuring a “practically un- 
heard of offer’—a $30 trade-in 
discount—will introduce the new 
line of Sparton radio-phonographs, 
it was disclosed last week. 

Sparks - Withington Company, 
Jackson, Mich., manufacturer, in- 
formed retailers that they may al- 
low a $30 discount on the price of 

(Continued on Page 57) 


NAEA Asks National Rate 


on Magazine 


Promotions 


'Life'-Kroger, Similar Deals Are Hit; 
Belding Urges Sliding Scale on All Copy 


By ELLIS WALKER 


San Francisco — Retail adver- 
tising which features magazines 
will henceforth run in newspa- 
pers only at the general rate, if'a 
resolution passed Wednesday by 
the summer conference of the 
Newspaper Advertising Execu- 
tives Association carries over into 
actual practice. 

Spirited discussion preceded 
passage of this important resolu- 
tion. Some members urged that 
the problem’s_ solution should 
await next January’s meeting of 
the group in Chicago. A few ex- 
pressed dissatisfaction with the 
resolution’s wording. Only a hand- 
ful voted against the resolution, 
however, when it finally came to 
a vote. 

Among those who urged that 
immediate action be taken on the 
matter was Don Bridge, adver- 
tising director, Gannett Newspa- 
pers, who previously had pre- 
sented to the conference a de- 
tailed report on the recent retail 
campaign which featured Life 
magazine in large space adver- 
tisements in many papers through- 
out the country. 


‘Out and Out’ Promotion 


Citing the fact that many of 
the ads contained reproductions 
of the magazine’s covers and rep- 
etitious use of its logotype, Mr. 
Bridge deplored the insertion of 
such “out and out magazine pro- 
motion” by newspapers at regular 
retail rates. 

Mr. Bridge contended that re- 
tailers should build their reputa- 

(Continued on Page 58) 


Last Minute News Flashes 


Marine Corps Retains JWT in Advisory Post 

WaASHINGTON—The Marine Corps has confirmed the appointment of 
J. Waltér Thompson Company*to assist with public relations advice 
in the recruiting of its organized and volunteer reserve. Thompson 
has a similar assignment with the Naval Reserve. Brig. Gen. W. E. 
Riley, director of the division of public information, said the corps 
felt a need for “professional advice” in conducting the campaign, but 
that it would not go into paid advertising. 


Parfum L’Orle Switches to Newspapers 
New YorK—Parfum L’Orle, through L. H. Hartmann Company, 


will soon expand to new markets. 


A eampaign of 300-line insertions 


thrice-weekly began this month in 12 newspapers of Los Angeles, 
New York and San Francisco, promoting Gentlemen’s L’Odorante 
and its feminine counterpart, Parfum L’Odorante. Initial campaign in 


these cities will extend through 


August, and represents a media 


switch in L’Orle advertising from magazines to newspapers. A con- 


centrated program for Plastiomist, 


be launched soon. 


lacquerless hairdressing, will also 


FC&B Gets $1,500,000 Baking Industry Account 
Cuicaco—Foote, Cone & Belding here has been appointed to handle 
the new $1,500,000-a-year advertising program of the American Bak- 
ers Association. C. P. Binner, president of the ABA and chairman of 
its industry program committee, said “first ads will reach consumer 
channels in the fall.” A public relations counsel will be appointed 


soon. 


Plans Color Pages for Bosco 

NEw YorK—Bosco Company, through McCann-Erickson, will pro- 
mote Bosco milk amplifier in color pages, starting in August issues of 
American Home, Good Housekeeping, Ladies’ Home Journal, McCall's, 
Parents’ Magazine, True Story and Woman’s Home Companion. Copy, 
captioned ‘“Heaven’s here for chocolate lovers!,” will promote new 


uses for Bosco. 


(Additional News Flashes on Page 63) 
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(Other NAEA stories and pic- 
tures on Pages 4, 6, 44 and 60.) 


San FRrRancisco— Don Belding, 
chairman of the board of Foote, 
Cone & Belding, came up with a 
new angle on the national-local 
rate situation here last week when 
he cited the higher readership of 
local advertising and the higher 
cost of national advertising as an 
indication of “unfair” treatment 
of national advertising. 

Speaking to the summer meet- 
ing of the Newspaper Advertising 
Executives Association Tuesday, 
Mr. Belding said that a study of 
the Continuing Study of News- 
paper Reading shows 74% for re- 
tail advertising and 56% for na- 
tional, with the figures for women 
being 91% for retail and 61% for 
national. The discrepancy is nat- 
ural, he said, “but what about 
rates? What about what the ad- 
vertiser gets in readership for his 
dollar?” 

Reporting on an analysis of 95 
papers which showed that 84 had 
flat rates for national advertisers 
and only three had flat rates for 
local, Mr. Belding said: “I ask 
you why is the national adver- 
tiser not entitled to a graduated 
rate if the local advertiser is al- 
lowed one? And why should a 
combination force a national ad- 
vertiser and not a local?” 


Outlines Comparative Costs 


His agency’s average small food 
campaign runs about 2,500 lines 
over four months, he reported, 
“and these fellows need all the 
help they can get. Yet in these 
95 papers, the national rate for 
this space is $77,600, while the 
local rate is $58,100—still $1,264 
more net to the publisher, even 
if you take off the agency com- 
mission and a 10% representative’s 
commission.” 

The rate problem is “a sore and 
vexing one,” he said, but it must 
be solved on the simple basis of 
fairness to all. 

Mr. Belding’s discussion of the 
national-local rate situation was 
part of a talk devoted to four 
“musts” which he asked the ad- 
men to pass on to newspaper man- 
agement. The other three were: 


Presents Management ‘Musts’ 


1. Sell the American system, 
purge its traitors, fortify your own 
employes against the poison of 
Communist propaganda. Urge 
business leaders and financial edi- 
tors to adopt a different system 
of reporting financial statements 
so that the human values as well 
as financial values are expressed 
and in all cases with complete in- 
formation and explanation of 
what the figures mean. 

2. Route out slanted and sub- 
versive news. Return to the 
fundamentally honest principles 
of journalism—accurate reporting 
of the news. 

3. Return to statesmanship in 
selling, using all the force of your 
bureau and applying it to the 
benefit of your medium, but don’t 
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try to sell your medium by knock- 
ing and criticizing other media, 
including the other newspapers in 
your own city. 

Consistent, well planned news- 
paper advertising pays off, Lou E. 
Townsend, vice-president in 
charge of advertising, Bank of 
America, told the conference. 

Since 1904, when bank advertis- 
ing was a rarity and A. P. Gian- 
nini was asking: “How can 
people know what a bank can do 
for them unless they are told,” 
said Mr. Townsend, Bank of 
America has been using news- 
papers consistently to tell its 
story and sell its services to the 
California mass market. 

Mr. Townsend said that 59 cents 
out of every advertising dollar 
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NOW OVER 


90,00 


CIRCULATION (CURRENT AVERAGE) 
ST. JOSEPH NEWS-PRESS 


(St. Joseph Onzette 


spent by his bank has been in- 
vested in newspaper space, and 
asserted that any bank wanting 
to develop a mass market must 
advertise and merchandise much 
the same as a department store. 


Sees More Western Advertising 


Bank of America’s newspaper 
schedule includes more than 400 
dailies and weeklies in 307 Cali- 
fornia communities, reaching di- 
rectly almost two-thirds of the 
state’s population. For many 
years these papers have been used 
as the mainstay of effective cam- 
paigns not only for merchandising 
the bank’s services but also to 
carry out public service programs 
in times of depression and war, 
Mr. Townsend said. 

The West will continue to pro- 
duce ever increasing business for 
newspapers all over the country, 
John W. Eggers, Pacific Coast 
manager of O’Mara & Ormsbee, 
publishers’ representative, told the 
conference. 

Western advertisers used 101% 
more national newspaper linage 


& 
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CROSS-COUNTRY GROUP AT NAEA—Left to right at the San Francisco 


meeting of the Newspaper Ad Execs are Leighton Stephens and H. P. Walls, 
Sacramento Bee; J. W. Fleck, Detroit Times; J. Rufus Doig, vice-president, 


O'Mara & Ormsbee, New York; Porter 


Dickinson, Honolulu Star-Bulletin; C. A. 


Moore, Sacramento Union; Montague Tancock, Sacramento Bee; John Eggers, 
San Francisco manager, and William Cannon, Los Angeles manager of O'Mara 
& Ormsbee, and George Burt, Long Beach Press-Telegram. 


in 1946 than in 1940, he said. 
Among all classifications, only 
travel advertising is down, and 
this condition is expected to 
change next year when new 
equipment is finally delivered. 
Nationally, food linage in news- 
papers from western advertisers 
is up 50% over 1940; wine linage 
is up 400%; cosmetic space has 


However sharp your pencil, 
it's no economy 


to overlook 


money. 


tells you. 


It adds up to SALEs. 


Waren you want every advertising dollar 
to earn its way, then advertise where the money 


is . . . in the medium read by people who spend 


You don’t have to take our word for the wealth 


of the Indianapolis market; Sales Management 


You don’t have to rely upon empty claims for 
the power of The Indianapélis News . . . for 78 
years it has enjoyed leadership in Indianapolis 
and 33 surrounding counties. Reading and being 


influenced by The News is an old Indiana custom. 


The market—and the market’s best medium. 


*Sales Management's 1947 Survey of Buying Power 


—IN DAILY CIRCULATION 
—IN DAILY ADVERTISING 
—IN THE HEARTS OF HOOSIERDOM 


OWNING AND OPERATING RADIO STATION WIBC 


DAN A. CARROLL, 110 E. 42nd St., New York 17 « The JOHN E. LUTZ CO., 435 N. Michigan Ave., Chicago 11 JOS. F. BREEZE, Bus. Mgr., Indianapolis 6 


increased 800%; medical adver- 
tising is up 15%, and aircraft 
promotion is up considerably. 


Asks Improved Merchandising 


Russell Z. Eller, advertising 
manager, California Fruit Grow- 
ers Exchange, called for improved 
merchandising service from news- 
papers in the form of relaxation 
of position specifying restrictions 
and day of appearance restric- 
tions; and better interpretation of 
the sales power of national adver- 
tising to local dealers. 

George Grinham, chairman of 
the NAEA-Media Records advis- 
ory committee, announced his 
committee’s objectives: 

Petition Media Records to place 
names of incumbent Media Rec- 
ords advisory committee of NAEA 
on such material as is logical, 
along with a descriptive para- 
graph stating that this committee 
functions for Media Records in 
the interest of consolidating the 
advertising fraternity’s viewpoint 
on good statistical practices and 
arrangements. 

Study classifications of adver- 
tising and accounts. 

Study reports in an effort to 
eliminate unnecessary ones in 
favor of greater detail in impor- 
tant ones. 

Devise a planning “guide” for 
all classifications of retail, gen- 
eral, automotive and financial, to 
be mailed six weeks in advance 
of the month under study. 


Plan New Data Form 


It was announced to the con- 
ference that the NAEA research 
committee and the Bureau of Ad- 
vertising have met on a plan to 
revise the old standard market 
data form. The plan is now being 
rewritten before submitting it to 
the Four A’s and ANA for final 
approval. 

The research committee urged 
that each paper develop its mar- 
ket data in conformity with the 
form that will be sent out. 

“Go after the 5 and 10-cent 
stores in every town. They are 
great prospects for consistent 
users of substantial space,” 
Charles McAlpin, Outlook, Santa 
Monica, Cal., told the organiza- 
tion, detailing how he had built 
one big advertiser out of a non- 
advertising chain unit. 

I. A. Simpson, Times, St. Peters- 
burg, Fla., told the conference 
that a newspaper’s advertising 
production department in a mar- 
ket under 100,000 will pay off 
both in improved service to the 
advertisers and in actual dollars 
for extra income to the paper. 


Urges Classified Support 


Worth Wright, Pasadena Star- 
News, urged support of the classi- 
fied advertising department by 
every paper’s top management. 
He called for salesmanship and 
promotion to improve classified 
advertising, which he termed tre- 
mendously important as a strong 
public relations tool for the paper. 

The classified columns reveal 
the wide market coverage of the 
paper, he said, and furnish a 
potent answer to advertisers who 
doubt the paper’s coverage. Mr. 
Wright asked that papers throw 
*away their obsolete classified rate 
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policies and keep the rates to 
“little people” as low as possible. 

Four university professors of 
journalism are getting some first- 
hand experience this summer in 
the advertising and business side 
of the newspaper profession by 
serving internships with four 
NAEA member papers. Manning 
D. Seil, University of Mlinois; 
Clyde B. Coulter, Northwestern 
University; Elmer F. Beth, Uni- 
versity of Kansas, and Robert R. 
Slambrouck, Penn State, are the 
first journalism instructors to be 
granted internships under the new 
cooperative plan germinated at 
the NAEA conference in Chicago 
last January. 


Study at Four Papers 


The NAEA schools and colleges 
committee has worked with the 
American Association of Schools 
and Departments of Journalism in 
formulating the unique training 
scheme. Voluntary contributions 
from NAEA member papers have 
built up a fund to underwrite the 
fellowships, which amount to $500 
per man for the 10 weeks spent in 
the training. The paper at which 
the training period is spent pays 
nothing directly to the “advertis- 
ing intern.” 

This summer’s trainees are 
working in the advertising de- 
partments of the Atlanta Journal, 
Cincinnati Post, Kansas City Star 
and Detroit News. 


Appoints Walsh Agency 

Federal Electric Mfg. Company, 
Montreal, maker of mobile com- 
munications equipment, has ap- 
pointed Walsh Advertising Com- 
pany, Montreal, to handle its ad- 
vertising. A series of full-page 
advertisements in a wide list of 
industrial publications is sched- 
uled to appear in Canada this 
summer and fall. 


Sports Magazine Bows 

Canadian Sports Digest, a pock- 
et size all-Canadian, all-sports 
monthly magazine, has made its 
appearance on Ontario news- 
stands. Currently distributing 
some 9,000 copies throughout the 
province, the publication plans to 
expand to 20,000 copies with 
coast-to-coast circulation. Philip 
M. Stone is editor and publisher, 
with offices at 154% Richmond St. 
East, Toronto. 


Glass Firm Ups Mellor 


George A. Mellor, formerly ad- 
vertising manager of the Thatcher 
Glass Mfg. Company, Elmira, 
N. Y., has been named assistant 
to the vice-president in charge of 
sales. Mr. Mellor is succeeded by 
George Peck II, who has been 
assistant advertising manager. 


Stove Firm Ups Manning 


James J. Manning has been 
promoted from district sales man- 
ager to sales manager of the New 
England division of Florence 
Stove Company, Gardner, Mass. 


@ Please help avoid the 
hoarding or waste of 
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AT LEADING PAPER MERCHANTS — 


THE MARTIN CANTINE COMPANY 
— SAUGERTIES WN. 
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of P HOTOGRAPHED at his desk is E. S. 
Barlow, President, Barlow Advertising Agency, 
ide Inc., Syracuse, N. Y., who comments below on 
by his personal study of your Institutional Market. 


| 

Te INSTITUTIONAL FIELD is a rich market for both 
new and repeat business. Its separate components are sharply outlined and cata- 
| logued, easy to reach and service, and always on the look-out for good products. 
»ck- Advertising appeals slanted at the needs and problems of institutions are carefully 
orts read and evaluated by key personnel, ranging en the superintendent, manager or 
| owner down through head nurse, dietitian, housekeeper or laundry manager. 
ting "Il base these remarks on long and detailed study. Among our accounts, this 
the office handles the advertising of seven well-known national manufacturers who do a 
s to sizeable business with hotels, restaurants, clubs, hospitals, schools and other institu- 
tions. One of these manufacturers is everywhere recognized as the outstanding 
supplier of the institutional field; three others hold commanding positions. 
| St. "Their every-day experience proves that factual, helpful, widened adver- 
tising rings a bell in the mind of the institutional manager. 
"That's the kind of advertising | was brought-up on. In launching my own 
| agency in Syracuse, | tried to indoctrinate every member from the office boy up 
wal with the philosophy of that kind of advertising. 
nira, "| don't by any means discount the influence of sentiment and emotion in ad- 
stant vertising. We are just as quick to say it with pretty pictures as the next man when 


THESE ARE 


Hotels 
Restaurants 
Hospitals 
Railroad Systems 
Air Lines 


Industrial Cafeterias 
Schools 

Colleges 

YMCAs, YWCAs 
Government Agencies 


Clubs 


tions which make up the institutional field. 
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Each month INSTITUTIONS Magazine reaches the buying and specifying factors in the foregoing institu- 
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the product requires or allows. But we do recognize in our institutions advertising that 
the institutional manager lives in an environment geared to practicality. So we talk 
to him in practical terms." 

The Institutional market to which Mr. Barlow refers in the foregoing is now being 
resurveyed by INSTITUTIONS Magazine. Returns from key individuals among the 
more than 50,000 hotels, hospitals, schools, colleges, restaurants, and other institutions 
reached by INSTITUTIONS Magazine indicate that this market, today, totals well 
over eleven billion dollars. This amount will be expended for new construction, re+ 
modeling, refurnishing, re-equipping and redecorating. This figure is even more im- 
pressive when it is realized that the regular expenditures for food, maintenance and 
supplies are not included. 

As the only publication designed expressly for, and reaching all the various 
segments of the institutional field, INSTITUTIONS Magazine offers, each month, the 
most practical, effective and economical medium through which to place product 
information before the key buying and specifying factors in the field of mass feeding 
and mass housing. If you do not have complete information on this market or the 
only publication which serves it in its entirety consult your Advertising Agency or 
write to INSTITUTIONS Magazine, 1900 Prairie Avenue, Chicago 16, Illinois. 
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Appoints Skinner 


James E. Skinner Jr., formerly 
in the promotion department of 
the New York World-Telegram, 
has been appointed promotion 
manager of the Atlanta Journal. 


Names Chamberlain 


Howard R. Chamberlain has 
been named manager of advertis- 
ing and public relations of the 
Union Trust Company, Rochester, 
N. Y., succeeding Glenn Morrow, 
who resigned because of ill health. 


Spaulding Joins Roy 

Mary Spaulding, formerly with 
Brooke, Smith, French & Dor- 
rance, has joined the copy de- 
partment of Ross Roy, Inc., De- 
troit. 


Publishers Representatives 
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API Starts Drive 
Co a - a 
in July 27 ‘Life 

New YorkK—The opening gun 
of the American Petroleum Insti- 
tute’s advertising campaign to 
build better understanding of the 
oil industry will be fired in the 
July 27 Life with a four-color 
page, to be repeated at intervals 
in five other national magazines. 

The opening advertisement 
shows two neighbors comparing 
tomatoes grown in their gardens, 
with the headline: “Understand 
rivalry and you understand 
America.” Copy says “Rivalry is 
dad forgetting his stiff back to 
grow the best tomatoes in town. 
Rivalry is mom’s determination 
to make a better cake than Mrs. 
Brown. We’ve outdistanced 
the world because we like to out- 
distance each other. 

“Take the American oil indus- 
try, made up of more than 34,000 
individual firms of all sizes. In 
this competitive business 1,250,- 
000 people make their living in 


oil production, oil transportation, 
refining, research and marketing. 
Here rivalry spurs progress—finds 
ways to provide Americans with 
finer petroleum products at the 
lowest prices in the world... bet- 
ter gasoline, lubricants and fuel 
oil,” etc. 

The campaign’s slogan is 
“There’s a plus for you in petro- 
leum’s progress,’ and small il- 
lustrations across the _ baseline 
show directional drilling, faster 
tankers, a jet plane, temperature 
charts and service stations. API 
appears only in the small signa- 
ture, “Prepared for the oil indus- 
try by the American Petroleum 
Institute.” 

The campaign is placed through 
Sullivan, Stauffer, Colwell & 
Bayles. Fred Eldean Organization 
supervises the public relations 
program. 


Lippman Names Gross 


Harvey Gross has been appointed 
an account executive of Greenfield 
Lippman Advertising Agency, Buf- 
falo. 


WIVES ARE i nota Prag | between sessions of the Newspaper 
e 


Advertising Executives convention are 
husband is ad 


ft to right), Mrs. George Steele, whose 


manager of the Philadelphia Bulletin; George Grinham, St. 


Louis Globe-Democrat; Mrs. Grinham; Charles J. Davis Jr., Providence Journal- 


Bulletin, and 


Mrs. Davis. 


Evans Promoted 


Deutsch & Shea has promoted 
Van M. Evans from director of 
media to general manager of the 
agency. 


Stop worrying about your sales charts. Forget the stock market and 
your high costs of production. Hire a hansom cab and take your best 
girl twice around the park. 


Sure, why not. The future is bright—there are big sales ahead for you 
in foreign markets where the demand is heavy and the supply is not. 


And we can help you. 


Yes, we can help you reach importers and key buyers overseas who 
already are buying American products at the rate of almost twenty 


billion dollars a year. 


We can help you tell your Export Sales Story to the right people in 
the right way—the way that will mean important sales for you abroad. 


Call in a McGraw-Hill International representative today. 


McGRAW-HILL 


INTERNATIONAL CORPORATION : 


Formerly Business Publishers International Corp. 


McGraw-Hill Building, 330 West 42nd Street, New York 18, N. Y. 


Publishers of: McGraw-Hill Digest © The American Automobile (Overseas Edition) © El Automovil 
Pharmacy International © 

Ingenieria internacional Construccion d 
Automotive Products, Industrial Machinery and Construction Equipment. 


Americano e 
Industria e 


El Farmaceutico 


@ Ingenieria Internacional 


Annual Buyers Guides for 


HEADQUARTERS FOR 
WORLD-WIDE BUSINESS 
AND INDUSTRIAL 
INFORMATION 


Doublemint's Back 
on Autry’s Show; 
Spearmint Stays 


Cuicaco—The “Melody Ranch” 
and Gene Autry swung back on 
the “Doublemint standard” last 
week as Wm. Wrigley Jr. Com- 
pany resumed network radio pro- 
motion of its Doublemint chewing 
gum, halted by the war. 

The program, aired over the 
full CBS network Sundays, 6-6:30 
p.m., CDT, has been singing the 
merits of Wrigley’s Spearmint, 
first Wrigley brand to get back on 
retail counters after the war. The 
company has resumed production 
of Doublemint and recently started 
distribution to the trade (AA, 
July 7). It advised retailers that 
it expects to take care of at least 
part of the demand. 

Meanwhile, Autry—who pushed 
Doublemint sales over the air 
waves before the war—and Lou 
Crosby are going to engage in a 
little friendly competition on the 
CBS show. Lou is a “Spearmint 
man” and Gene clears up his 
confusion over the sudden change 
in commercials with this explana- 
tion: 

“Years back, before you came, 
here on Melody Ranch we all 
went for refreshin’ Doublemint. 
Then, owin’ to things nobody 
could help, the Wrigley folks had 
to stop makin’ it. Because I got 
back in the saddle before Double- 
mint did, we talked about Wrig- 
ley’s Spearmint. It’s a good chew- 
ing gum, but me personally, I 
prefer Doublemint.” 

National advertising of Autry’s 
choice will be limited, for the 
present, to the cowboy show. And 
Spearmint will be mentioned, too. 

Arthur Meyerhoff & Co. is the 
agency. 


Starts New House Organ 


Meyer Brothers Company, Fort 
Wayne, Ind., has changed its 
house organ, “Meyer’s Store 
News,” from a monthly mimeo- 
graphed sheet to a printed paper, 
with an entirely new format. Each 
store has an editor responsible for 
news. 


Appoints West-Holliday 
‘West - Holliday Company has 
been appointed national repre- 
sentative of the Siskiyou News, 
Yreka, Cal. 


Building SupplyNews 


in CIRCULATION 
in ADVERTISING 
in LEADERSHIP 
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Advertising Age, July 14, 1947 


13.5% of Stations 
Back Advertisers 
with Sales Aids 


New YorkK—Nearly three- 
fourths (73.5%) of 535 AM or 
standard broadcast stations, lo- 
cated in cities of 50,000 or more 
population, offer merchandising 
assistance to national advertisers, 
Deutsch & Shea, New York 
agency, points out in a “Report 
of Radio Merchandising Aids.” 

Like an earlier Deutsch & Shea 
study on daily newspapers (AA, 
April 14), this study embraces 
224 major markets throughout the 
country. 

The radio survey, conducted in 
April and May, showed that 81.7% 
of stations in cities of 50,000- 
100,000 offer advertisers merchan- 
dising assistance; 78.2% do so in 
the 100,000-250,000 cities, and 
only 64% in cities of 250,000 and 
more. 


New England Stations Lead 


Broadcasters in New England 
lead, with 93.2% offering some 
merchandising services. Those in 
South Atlantic states rank next 
with 82.9%. The most common 
forms of assistance are notifying 
distributors and dealers of the 
campaign and providing adver- 
tisers with market data. 

Nearly 70% of all stations 
covered will send letters to deal- 
ers and distributors; 33.8% will 
distribute advertisers’ promotion 
material to retailers; 28.8% will 
set up displays in stores, and 
48.2% will make personal calls on 
behalf of the advertiser. 

Smaller-city stations generally 
extend more merchandising aid 
than do those in metropolitan 
areas. Nearly 63% of the smaller 
city stations, for example, will 
make personal calls on dealers and 
40.5% will distribute promotion 
material, as compared, respec- 
tively, with only 35.5% and 28.2% 
in the larger cities. 

Several stations reported having 
special merchandising depart- 
ments, Deutsch & Shea said, and 
many provide “tailor-made” serv- 
ice to fit the needs of the in- 
dividual advertiser. 


New Shopping Column 
Set for 63 Newspapers 


Susan Lee & Associates, Phila- 
delphia, plans to launch a teen- 
age shopping column, “Susie 
Cues,” in 63 newspapers. The 
column, available to advertisers 
on a national or regional basis, 
will appear Friday evenings or 
Saturday mornings each week. 
The newspapers have been divided 
into three groups—East North 
Central, Southern and Western— 
enabling advertisers to tailor the 
column’s circulation to their own 
distribution patterns. 

Complete merchandising service 
to retailers, distributors and 
wholesalers will be offered to 
supplement newspaper insertions. 
Evelyn Sager, formerly assistant 
editor of Ladies’ Home Journal 
and a staff member of the New 
York Times, will edit the column. 


Names Remington 


Anchorage Homes, Inc., West- 
field, Mass., has named Wm. B. 
Remington, Inc., Springfield, 
Mass., to handle its advertising. 
A campaign in newspapers serv- 
ing established sales areas in 
western Massachusetts has been 
launched, with the headline “Move 
In Next Month.” The company 
says it will produce from 80 to 
100 homes monthly. 


Establish Texas Agency 


L. H. Collins, C. R. Cusick, N. D. 
Schwerke and G. J. Wild have 
formed Collins, Cusick, Schwerke 
& Wild, an advertising agency, at 
2107 Transit Tower, San An- 
tonio 5. 
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Among the more than 400 textile-apparel 
branded lines now being advertised in DAILY 
NEWS RECORD, are the majority of America’s 
rayon yarn producers. Let’s see how these 
producers utilize the DAILY NEWS RECORD 
in their brand building. 


' Since DAILY NEWS RECORD reaches the en- 
tire textile-apparel industry from producer— 
to mill—to converter—to manufacturer—to re- 
tailer, the task is simplified. The rayon yarns 
advertised in DAILY NEWS RECORD are fea- 
tured by name by the grey goods mill that 
weaves the cloth. These rayon yarns, in turn, 
are advertised to trade and consumer by the 
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Id of business w can success ens the Government wil 


he con! conference agreed. “Celluloid — byt- 
tinues. “It ig Just as essential that 1 CUT IN RICE ns and trimmings and pyroxylin« * 
individual and the corporation | 
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mate! TEXTILES, , APPAREL 


Asks 
Legislation to Bar 
Articles From Market 


By LLOYD SCHWARTZ 


Los Washington, May 7. — Fite pr>- 


* 
i reed “appropriate legis- 
lation” to remove highly flammabdie 
textiles and apparel from the mar 
et . 


Over the Increasing inci+ 


In textiles, building a brand re- 
quires continuous trade advertising. 
Here are five of hundreds of brands 


“This | exacted @ heavy to} of both life and 
he said, “and| Property, the Conference on Fire 


1 been settled but | Committee concluded should be kept 
the roundup this) Out of circulation as «° 


that are advertised regularly in 
DAILY NEWS RECORD. 


@s wearing apparel,” the President's 


to 
coated materials are also dangerous 
A garment should 


not be made of 

GOODS material so flammable that, if ig- 
| nited, the wearer cannot divest him~- 

self of it without getting seriously 


burned 
Aldens, Ihe.| Delegates to the fire prevention 


converter who styles the cloth. They are iden- 
tified in the garment by the manufacturer by 
means of hang-tags and labels. And the re- 
tailer not only features the rayon yarn identi- 
fication in the garment for the consumer's 
benefit, but also identifies the yarn by name 
in his own local newspaper advertising. 


This is a typical example of how national 
textile brand building actually begins in the 
trade. And we can cite numerous other exam- 
ples of brands in the textiles, domestics, 
men’s and boys’ wear industry that rose to 
national consumer acceptance through the 
pages of DAILY NEWS RECORD. 
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6 
To Whitehead Agency 


John F. Whitehead & Associates, 
Los Angeles, has been appointed 
to direct an advertising and public 
relations program for National 
Flight System, Los Angeles firm 
which has developed a “packaged 
flight instruction” plan and is set- 
ting up sales distributors in 17 
western states prior to nationwide 
expansion. The schedule includes 
regional aviation newspapers, 
newspapers in key cities and space 
in national flying magazines. 


Dodge to Resume 
Co-op Ads After 
Six-Year Lapse 


Detroit—Dodge division of 


Complete line of artists’ materials 
Art Books 
Artists’ Rubber Cement 
Moulding Rubber 


S S RUBBER CEMENT CO. 
314. N. Michigan Ave, Cen. 3373, Chicago 1 


Chrysler Corporation announced 
ilast week that cooperative news- 
paper advertising of its trucks is 
being resumed this month in more 
than 2,000 daily and weekly news- 
papers. It will be the first such 
company-dealer campaign in al- 
most six years. 

Dodge trucks are being pro- 
moted by the company now in na- 
tional magazines, and the division 
also is using farm, trucking and 
vocational publications to de- 
scribe the special merits of its 
‘Job-rated” vehicles. Campaign 


plans were reviewed here at the 
annual .conference of Dodge re- 
gional managers, by E. C. Quinn, 
sales manager of the division; 
L. F. Van Nortwick, truck sales 
director, and George W. Malcom- 
son, manager of truck merchan- 
dising. 

Ford Motor Company, mean- 
while, announced price adjust- 
ments on both light and heavy 
trucks. J. R. Davis, vice-president 
and director of sales and adver- 
tising, said the changes would 
range from a reduction of $17 to 
an increase of $98 on the differ- 
ent models. 

Current Ford truck ad copy in 
magazines and trade publications 
features the fact that “for the 
first time in history, the scientific 
methods used by life insurance 


companies in computing § rates 
have been put to work in figuring 
out life-expectancy tables for 
Ford trucks.” 

“Ford trucks last up to 19.6% 
longer,” the company boasts in 
citing the tables prepared by 
Wolfe, Corcoran & Linder, New 
York. life insurance actuaries, who 
checked the records of the five 
truck sales leaders from 1933 
through 741. In all, almost 5,000,- 
000 trucks figured in the tables. 
And Fords, the company says, last 
3.2, 7.6, 13.1 and 19.6% longer 
than the four other leaders. 


Simborg Joins Crook 

Phyllis Simborg, formerly with 
Calkins & Holden, Chicago, has 
joined the staff of Crook Adver- 
tising Agency, Dallas. 


watches dog bury a bone 


The provident pooch is resident of a 
city with plenty of exposed earth’s 
surface for burying a bone. City — 
Philadelphia. Earth —family yards. 
Significance—the third largest city has 
more individual homes than other vast 


population centers. 


Mark down one certain fact from the 


foregoing—here is a truly great market. 
Add another — reaching this great 
market with a buyer’s message is singu- 
larly easy — for the simple reason that 
4 out of 5 Philadelphia families daily 
read one newspaper. 

This newspaper is The Philadelphia 
Evening Bulletin. It goes home in this 


city of homes; has the largest eve- 
ning circulation in America. 
newspaper gets you the shopping ear 
of one of the greatest shopping centers 
in the country. 


This 


¢ The Sunday Bulletin — first issue 
published February 9, 1947. 


In Philadelphia— nearly everybody 


reads THE BULLETIN 


SIGN UP—Registering for the NAEA 
convention in San Francisco are (front 
to rear) Webster Ruble, World, Aber- 
deen, Wash.; Louis Lachow, Lachow 


Advertising Agency, St. Louis, and 

Charles L. Nicholson, Bureau of Ad- 

vertising. Supervising registration clerks 

is Robert C. Pace, Commercial-News, 
Danville, Ill. 


Census Report 
Shows Birth Rate 
Drop, 1935-1940 


WASHINGTON—The low national 
birth rate between 1935 and 1940 
is reflected in a Census Bureau 
tabulation showing 874,000 fewer 
persons in the five to 17-year age 
group in 1945 than in the census 
year 1940. 

The Census Bureau compilation 
gives comparable population fig- 
ures for the elementary and high 
school age groups by regions and 
states. The largest absolute de- 
crease, nearly 250,000, occurred 
in New York, but South Dakota 
showed the greatest relative de- 
crease—about 17%. 

Of 14 states, including the Dis- 
trict of Columbia, showing gains 
in these population age groups, 
California had the largest abso- 
lute increase, nearly 300,000, and 
Nevada the largest relative in- 
crease, about 36%. 

The figure of 28,871,000 in the 
five to 17 age group compares 
with 29,745,246 in 1940. “This de- 
cline reflects the smaller number 
of births in the period 1935 to 
1940 than in the period 1922 to 
1927,” the Census Bureau said. 


Dara Plans Contest 
to Find Dara Girl 


Dara Products, Cincinnati, 
manufacturer of Dara shampoo, 
through the Cincinnati office: of 
Roy S. Durstine, Inc., launched 
a campaign in 10 metropolitan 
newspapers, starting July 13, to 
announce a consumer contest. 
The contest, seeking the Dara 
girl of 1948, offers a $3,600 model- 
ing contract for one year as the 
grand prize, with cash awards 
for local winners. Sunday roto- 
gravure sections carry two open- 
ing ads of 1,000 lines on succes- 
sive weeks, to be followed by 600- 
line ads later. 

A counter display featuring a 
metal mirror, window streamers. 
and dealer broadsides will also 
be used for the promotion. 
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CANNOT BE SOLD 
FROM THE OUTSIDE 
92% Home-carrier-delivery 


73% sean family subscrip- 


66% More circulation among 
Bayonne families than all 
New York and Hudson 
County evening newspapers 
combined 


THE BAYONNE TIMES 


NEW JERSEY 


BOGNER & MARTIN 
National Representatives 


NEW YORK CHICAGO 
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Advertising Age, July 14, 1947 


Three Sponsors 
Up Mutual's Sales 
by $1,600,000 


New YorK—Things are looking 
up for the Mutual Broadcasting 


' System, which last week signed 


upwards of $1,600,000 new busi- 
ness for fall. 

Biggest time sale went to 
Pharmaco, Inc., through Ruthrauff 
~& Ryan, which will bankroll two 
evening 30-minute broadcasts and 
three daytime quarter hours 
weekly. 

Pharmaco is considering “Crime 
Club,” a mystery-thriller for the 
Monday 8:30 p.m. spot. Mutual 
will carry the show on a sustain- 
ing basis until late September, 
when the company will make a 
decision. 

A situation comedy starring 
Jim Backus, a_ hitherto little 
known actor, has been bought by 
Pharmaco to replace “Double or 
Nothing,” which the company has 
cancelled. Time is 9:30 p.m. Sun- 
days. 

Going all out to please the ad- 
vertiser, Mutual will give a push 
to this new show by beaming it 
as a sustainer for a few warm-up 
weeks, preparatory to its debut 
as a sponsored broadcast in Sep- 
tember. 

“Song of the Stranger,” a Ruth- 
rauff & Ryan package, featuring 
Brett Morrison, will be heard in 
the Monday, Wednesday, Friday 
3:30 p.m. niche. ; 


Pettengill Goes to Mutual 


Starting Sept. 7 at 1 p.m., Sam 
Pettengill will be carried over 
the full Mutual network of more 
than 400 stations by American 
Future, Inc., through Gahagan, 
Turnbull & Co. Until recently, 
this show was paid for by the 
same sponsor over ABC. 

“Smilin’ Ed” McConnell will 
have twice as much time in which 
to cavort over the airwaves this 
fall, thanks to the H. C. Cole 
Milling Company, which is buy- 
ing him 30 minutes weekly over 
a limited number of Mutual sta- 
tions effective Oct. 5. When this 
new schedule goes into effect, the 
show—currently heard on Satur- 
day—will be broadcast Sundays 
at 3 p.m. Gardner Advertising 
Company is the agency. Com- 
mercials will plug Omega flour. 

Meanwhile, Wilson Sporting 
Goods Company, through Ewell & 
Thurber, has signed with Mutual, 


“PACKAGE 
MAINTENANCE”’ 


Another Empire Neon Service 
Developed On A National Basis 
To Serve Users Of Quantity Neon 
Advertising. 


“PACKAGE MAINTENANCE” 
A Bonded Service Is Your As- 
surance Of Constant Around The 
Clock Service For Your Point- 
Of-Sale—Outside Signs—Or Spec 
taculars At A Flat Monthly Rate. 


Constant Service Means Dealer 
Satisfaction And Advertising Re- 
sults. 


Empire Will Contract To Main- 
tain Your Neon Advertising In 
Any Quantity Anywhere In The 
United States Under One Service 
- «+ One Invoice ... One Check. 


Eliminate Neen Headaches 
With Empires’ Nation-Wide-Service 


General Offices Savannah, Ga. 


for the fourth consecutive year, 
as sponsor of its exclusive broad- 
cast of the Chicago Bears-All Star 
football game Aug. 22. 


Bemis Shifts Three 

C. W. Loomis, manager of the 
Memphis plant of Bemis Bros. 
Bag Company, has been trans- 
ferred to the general offices in St. 
Louis to assume administrative 
duties. F. C. Chenault, sales man- 
ager in Memphis, has been named 
to succeed Mr. Loomis, and R. R. 
Duff, in the market research de- 


partment in St. Louis, has been 
— to succeed Mr. Chen- 
au. 


New Paint Display Bows 

Oliver Johnson & Co., Provi- 
dence, R. I., manufacturer of 
Ojaco paint products, has devel- 
oped a new type of paint display 
and color selector, built entirely 
of clear Lucite, for use by the 
company’s dealer outlets. The dis- 
play has the various colors painted 
on the reverse side of the Lucite 
panels. 


Appoints Sharpe 

George L. Sharpe has joined 
American Cutter & Engineering 
Corporation, Detroit, as sales and 
service manager. 


Sets Heater Campaign 


Stewart-Warner Corporation, 
Chicago, will promote its South 
Wind car heaters in more than 
120 metropolitan newspapers dur- 
ing September, October and No- 
vember. The newspaper campaign 
is in addition to the special sum- 


7 


mer sales program now running 
in general magazines and trade 
publications, and the fall and win- 
ter campaign scheduled for con- 
sumer and trade _ publications. 
MacFarland, Aveyard & Co., Chi- 
cago, is the agency. 


Roos Joins Westheimer 

Lawrence K. Roos, formerly 
with the Maurice Lionel Hirsch 
Agency and a member of the Mis- 
souri state legislature, has joined 
Westheimer & Co., St. Louis, as 
account executive. 


BILLIONAIRE 
BIDDY | 


It shouldn’t surprise you that the poultry farm market 


for modern bathroom accessories, kitchen sinks and 


business magazine. You’ll wonder why you haven’t been 


there before this. Watt Publishing Co., Mount Morris, Ill. 


Chicago: Peck & Billingslea 
New York: Billingslea & Ficke 


egies ee 
? BP Me ac 
SEAL, bah 


cabinets, oil burners, and other plumbing and heating 
equipment is one of America’s best. After all, this $2 bil- 
lion industry has over $7,000,000 daily cash income to 
spend—and the desire to enjoy such good things of life. 

The market’s there. The cash is there. Why not get 
into Poultry Tribune! See how half-a-million of the 


nation’s leading farm families react to their favorite 
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AFM Boss Warns 


Congress: Union 
Plans fo Fight 


Rep. Kearns Hits 
‘Big Fellows' Who 
Refuse to Testify 


WasHINGTON—Congressional in- 
vestigators of James Caesar Pe- 
trillo took time to reorganize their 
lines last week after the boss 
musician bluntly informed Rep. 
Carroll Kearns (R., Pa.) that he 
might take bands off radio net- 
works next year and put the 
American Federation of Musicians 
into the recording business. 

During his two-day appearance 
before a special House labor sub- 
committee last week, Mr. Petrillo 
confessed that lawmakers had 


obliterated at least two of the 


important weapons which the 
AFM has used in its previous 
dealings with radio _ stations, 


theaters and transcription makers: 

1. Under the Lea (anti-Pe- 
trillo) Act and the Taft-Hartley 
Act, the union can no longer 
strike to enforce employment of 
“stand-by” musicians, Mr. Petrillo 
told the committee. 

2. Moreover, it can no longer 
rely on a “secondary boycott,” 
such as a threat to pull name 
bands off the networks when a 
local is involved in a dispute with 
a network affiliate. 


Anti-Trust Violation 
After Mr. Petrillo indicated his 


members suggested that he would 
become involved in an anti-trust 
violation. Committee Chairman 
Kearns admitted, however, that 
“a prominent company” had 
changed its mind about appear- 
ing against Mr. Petrillo. 

In reporting the loss of this 
key witness (name _ withheld) 


Bet ese 
ghey 


Rep. Kearns criticized “big fel- 
lows” for letting the committee 
down. He said the “little fellows” 


were standing firm, but that the 


committee was severely handi- 
capped by the loss of its impor- 
tant witnesses. 

In his opening appearance, Mr. 


Petrillo blustered about his plans 


to end relations with the tran- 
scription makers following the 
expiration of 550 contracts in 
December. Following a luncheon 
recess, he amended his position 
with the explanation that this was 
his inclination “as of now.” 


Builds $2,000,000 Fund 


Present arrangements, assuring 
AFM a royalty on every record 
sold, “haven’t been successful,” 
Mr. Petrillo said. In three years, 
AFM has accumulated a $2,000,- 
000 “unemployment fund” from 
the royalty. 

He claimed it is a matter of 
bread and butter. Musicians col- 
lect $2,000 for a recording and 
the juke box companies collect 
$2,000,000 from the same record- 


TO THE 


OF THE 


KEEPER 


Here's how to have a constantly in- 


creasing appropriation, more effec- 
tive campaigns, a climbing sales 


volume — 


ADVERTISINGH 422 wirHouT 


ADDED 


BUDGE TEZX2ENDITURE! 


Since dealer signs continue working years after 
they have paid for themselves, investing only 
10% + of your advertising appropriation in 
Artkraft* dealer signs annually results the fifth 
year in your having the equivalent of an ap- 


propriation one and a half times as great as your actual annual 
expenditures. 


(tAfter several years' experience of using dealer signs, 
some leading national advertisers are budgeting more 
money for dealer signs than for any other medium.) 


A dealer sign program affords point-of-pur- 
chase identification, makes other forms of 


ings unnecessary. 


placements. 


and baked synthetic enamel or porcelain finish. No ex- 


posed bolts. Removable streamlined front end permits 
Copper bus bar re- 
places insulated high tension cable. Tube sections rest 
on (not against) tube supports, effecting the first posi- 


ARTKRAFT* 


servicing without a screw driver. 


THE 


SIGN 


national advertising 5 times as effective and 
can increase your sales 14.6%/,**. 


IMMEDIATE DELIVERY ON QUANTITY ORDERS 


Certified audited records show Artkraft* signs to be 
999/1000 perfect over a period of years. We now offer 
through new streamlined production methods the finest 
signs ever produced at the lowest cost in history. Ex- 
clusive Underwriter approved features include: Porcel-M- 
Bos'd letters raised out of the heavy sheet steel, produc- 
ing a sign 75°, more attractive and readable; all welded 
and electro-galvanized frame construction; bonderized 


tive tube mounting. This provides a definite centering 
where tubes enter the sign, and makes unsightly bush- 


A phosphor bronze spring clip on the 


end of the electrode has a fork-like end opening for 
easy, positive contact with the bus bar and quick re- 
moval for service. 
illuminates dealer's name panel, eliminates lamp re- 


Cold cathode fluorescent tube grid, 


For a quarter century we have regularly served count- 
less leading merchandisers including Westinghouse, Frigi- 
daire, Delco-Heat, Kelvinator, Shell, A & P, Pittsburgh 
Paints, Lowe Brothers Paints, Dupont, and many others. 


COMPANY 


Division of Artkraft* Manufacturing Corporation 


900 Kibby St. 


SIGNS OF 
LONG LIFE* FOR 
QUANTITY BUYERS 


Y/ 


*Trademarks Reg. U. S. Pat. Off. 
**Proved by actual audited research. 


Lima, Ohio, U.S.A. 


ing, he said. 

Mr. Petrillo claimed that half 
the musicians in the country 
would be unemployed within a 
year, at the present rate of re- 
trenchment among cafes, theaters 
and hotels. 

With only a third of the na- 
tion’s radio stations employing 
musicians, he told the committee 
that “AFM isn’t going to let a few 
name bands feed stations all over 
the country and prevent thousands 
of other members from holding 
jobs.” 

“If they want to _ broadcast 
Harry James, let them bring 
Harry James to each station,” he 
declared. 

The radio contracts expire in 
February. 


Easier on Small Stations 


Under questioning, Mr. Petrillo 
agreed that small stations should 
not be required to hire musicians. 
By small stations, he said he 
meant those making less than 
$25,000 a year. 

Uninhibited, and a showman 
throughout, he was readily agree- 
able when the committee got 
around to high school musicians, 
and to military bands. 

“T think we can make a deal— 
I mean an agreement—with them,” 
he declared. 

But neither the school bands 
nor the military bands can be 
permitted to fulfill commercial 
engagements, or to take jobs from 
union members, Mr. Petrillo in- 
sisted. 

The committee accused the 
union of requiring theater owners 
to employ stand-by musicians 
“they did not need, want or use; 
dictating to broadcasters the 
amount of money they should 
spend for music; engaging in con- 
certed efforts to hold back tech- 
nological progress in radio and 
television.” 

In the course of the hearing the 
committee learned that Mr. Pe- 
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BILT-RITE BABY — One-year-old Clair 


Lynn Belden of Lynbrook, N. Y., was 
chosen “The Bilt-Rite Baby of 1947" 
from thousands of contest photo- 
graphs submitted to the Bilt-Rite Baby 
Carriage Co., New York. First prize 
of $300 in U. S. savings bonds was 
presented Clair July |, during the “Ask 
Dr. Tobey" program over WOR. Pos- 
ner-Zabin, New York, is _ Bilt-Rite's 
agency. 


trillo receives a $46,000 annual 
salary plus a $13,000 expense ac- 
count and car from the AFM and 
the Chicago local of the unit. In 
addition, the Chicago local pays 
his income tax. 


R&R Names Young 


Marvin Young, recently re- 
leased from the Army and pre- 
viously assistant program mana- 
ger of the western division of Na- 
tional Broadcasting Company, has 
been named radio manager in the 
Hollywood office of Ruthrauff & 
Ryan. 


Auto Monthly Debuts 


Western Automotive Industry, 
a monthly automotive trade news 
magazine, will be published by 
Westrade Publications, Vancouver, . 
B. C., starting with the September 
issue. The one-time page rate is 


$68. 


off, tell Bill. 
P. Ss. Better 


900 Kibby Street 


THIS COUPON FOR YOUR CONVENIENCE 


THE ARTKRAFT* SIGN COMPANY 
Division of Artkraft* Manufacturing Corporation 


Lima, Ohio, U.S.A. 


Please send, without obligation, details on 


( ) Artkraft* outdoor dealer neon signs. 
( ) Artkraft* Porcel-M-Bos'd store front signs. 


547 SOUTH CLARK STREET, CHICAGO 


...if you don’t keep your 
eye on Saturday, July 19. 
That’s the day of the Chicago 
Artists Guild’s third 1947 golf 
meet at Nordic Hills Country 
Club. ...There’ll be 40 golf 
prizes, and each one will have 
to be carried away by some- 


body... why not you? And 


who says you won’t get lucky 


and win the big door prize, too? (Last time it was 
a set of eight matched irons.)... Sound good? Phone 
Bill Kapche at WHltehall 5355. If there’s any spe- 
cial time of day your foursome would like to tee 


clear that evening with the little woman. 


Most likely you'll want to stay late. 


CAMONLEE 11 


PHOTO ENGRAVINGS OF QUALITY 


* WABASH 6284 
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Don't Write— 
Make a Platter, 
Is New Slogan 


New YorK—The business man 
of the future may have to play, 
rather than read, his morning ad- 
vertising mail — if the Record 
Guild of America is successful in 
putting across its new promotional 
platter. 

The company, which manufac- 
tures unbreakable, gayly illus- 
trated children’s records, now is 
packaging records for advertis- 
ers who wish to substitute a 
waxed message for direct mail. 
The plastic recerds fit easily into 
a large size envelope and, packed 
in cardboard, arrive at their des- 
tination in good condition. 

Some advertisers for whom the 
Record Guild has made advertis- 
ing records to date include: 

O’Sullivan Rubber Corporation, 
which forwarded its spot an- 
nouncement by Milton Cross to 
all dealers to acquaint them with 
the company’s advertising cam- 
paign. 

RKO Radio Pictures sent a mes- 
sage from its sales manager to all 
theater managers. 

The American Broadcasting 
Company bought a promotional 
platter. 

Record Guild isn’t making pub- 
lic the cost of this type of service. 
However, according to a company 


official, it is less expensive than 


a comprehensive brochure. 


American Can Shifts 6 


T. E. Alwyn, assistant manager 
of sales of the Atlantic division 
of American Can Company, New 
York, has been named the divi- 
sion’s manager of sales, succeed- 
ing R. M. Roberts, who has been 
transferred to the general sales 
department. E. K. Walsh, sales 
division manager, has been ap- 
pointed to succeed Mr. Alwyn. 
Robert Hollister, sales manager, 
metropolitan New York district, 
has been named sales division 
manager, and A. C. Staley Jr., 
assistant sales manager in the 
New York district, succeeds Mr. 
Hollister. G. W. Gryson has been 
named to replace Mr. Staley. 


Sells Oregon Daily 


Ben R. Litfin, publisher of the 
Chronicle, The Dalles, Ore., has 
sold the newspaper to Victor J. 
Morgan, formerly editor of the 
Sun, Clearwater, Fla. Mr. Litfin 
will remain temporarily in an 
advisory capacity. 


Appoints King 

Sidney King, formerly director 
of the safety division of the Ore- 
gon Secretary of State’s office, has 
been appointed public relations 
manager of the Oregon State 
Motor Association. 


Greenbaum Names Ellis 


Ellis Advertising Company, Buf- 
falo, has been appointed to handle 
the advertising of Simon Green- 
baum, Buffalo, men’s clothing 
manufacturer. 


'Pinkham Advanced 


Richard A. R. Pinkham, circu- 
lation sales manager, has been 
appointed circulation manager of 
the New York Herald Tribune, 
succeeding Kenelm R. Winslow, 
retired. Mr. Winslow will con- 
tinue with the paper in a con- 
sulting capacity. 


Adds Building for Press 


The Daily News, Troy, O., has 
begun construction of a one-story 
building next to its present build- 


ing to house a new high-speed 
press, which will have a capacity 
of 16 pages and a rated speed of 
30,000 copies per hour—about six 
times as fast as the one now in 
use. 2 


Plans Zip Campaign 

Zip Bottling Company, Chicago, 
is planning to promote its family 
size bottle of Zip through news- 
papers and is arranging a coupon 
deal with retail liquor outlets 
throughout Chicago. The coupon 
offer, calling for a free bottle of 


9 


Zip with each bottle purchased by 
the consumer, will cover two- 
week periods in rotating neigh- 
borhood areas. Jewell F. Stevens 
Agency, Chicago, is the agency. 


Blankets Northwest 


Growers 
® No competition — Only N. WT 
growers’ magazine. 
® 5 editions — ods run in oll 5, 
no extra cost. 


® Serving growers neorly half 
century, 
Write for full story. 


1135 S$. E. SALMON ST. * PORTLAND 14, OREGON 
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without on-the-spot radio 


To California’s great central valleys, add the neighboring 
Reno corner of Nevada—and you sum up a sales manager’s 
dream! This is the bonanza Beeline market, whose prosperous 
people annually spend more on retail purchases than 

all San Franciscans and all Seattleites combined. 


But don’t expect outside radio to sell here. Because, east 
and west, the Beeline is bordered by high mountains that 
hinder outside radio signals. Effective radio coverage comes 
only from on-the-spot radio. 

The five BEELINE stations are right in the Beeline’s big 
selling centers. Buy all five for complete coverage of this 
2 Billion Dollar market... or buy them individually as you 
choose. For instance, on Fresno, note what figures based on 
BMB reports say about KMJ: a daytime-nighttime average 
rating of 93.5% for the home-county audience. 


MCCLATCHY BROADCASTING COMPANY 


SACRAMENTO, CALIFORNIA @ 


oP You cant cover California’s Bonanza Beeline 


PAUL H. RAYMER CO., National Representative 


KFBK 


KOH KERN KWG KMJ 
Sacramento (ABC) Reno (NBC) Bakersfield (CBS) Stockton (ABC) Fresno (NBC) 
10,000 watts 1530 kc. 1000 watts 630 ke. 1000 watts 1410 ke. 250 watts 1230 ke. 5000 watts 580 ke. 
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De-inking Mills 
Will Soon Make 
Cheap Newsprint 


CuiIcaco—A new method of de- 
inking newsprint may add 100,000 
tons of cheap newsprint to news- 
paper supplies next year. 

First newspapers to use news- 
print made under the new Sterling 
Pulp Process have reported highly 
satisfactory results with it. The 
process was developed by F. B. 
Oldham, president of American 
Industrial Company, Buffalo. 

American Industrial has granted 
exclusive rights to the de-inking 
process to Newsprint Corporation, 
a new company formed here by 
Frank G. Buffum, of Buffum & 
Co., brokerage firm, and Cooke 
Coen, newspaper cost analyst. 
They have made arrangements 
with a group of midwestern pub- 
lishers to establish a mill soon in 
Gary, Ind. 

Newspapers desiring the re- 
claimed newsprint will be re- 
quired to help finance the cost 
of the mills established. News- 
print Corporation has options now 
on enough newsprint machines 
to build four or five reclaiming 
mills with a total capacity of 
100,000 tons, Mr. Buffum declared. 

The process—already used in a 
pilot plant operated by American 
Industrial in Saugerties, N. Y.— 
makes use of cold water and is 
said to be a major improvement 
over other de-inking processes re- 
quiring more costly hot-water 
processing. The cold-water method 
produces newsprint for about $75 
a ton, less than the current price 
of Canadian newsprint. 


Airline Ups Sternberg 


Walter Sternberg, director of 
passenger sales, has been ap- 
pointed general sales and traffic 
manager of American Airlines, 
New York, succeeding Willis G. 
Lipscomb, assistant vice-president 
of sales and general traffic man- 
ager, who has been named vice- 
president of traffic of Pan Ameri- 
can World Airways System. 


Wood Opens NY Branch 


A. J. Wood & Co., Philadelphia, 
market research organization, has 
opened a New York office at 347 
Madison Ave. Caroline J. Garn- 
sey, formerly in charge of con- 
sumer panel research of Good 
Housekeeping, has been appointed 
New York regional sales director. 


FOR 
hard usage 
SPECIFY SWING-O-RING 
LOOSE -LEAF 


The large number of closel: 
spaced rings used in the BY 
Swing-O-Ring loose-leaf bind. i\) 
er hold the pages so securely fi\\\, 
that lighter weight paper can A 
be used without danger of 
tearing out under hard usage. 


‘em 
a 


g7 


TEST SWING-O-RING 
FOR YOURSELF 


Send for © tree Swing-O-Ring 
bound leatherette<overed memo 


SWING-O-RING 
Ovision of The Fred Goot Co, inc 
314 DEAN STREET 
BROOKLYN 17, N.Y. 


Swing- 0 fing 


Appoints Emery Agency (Chirurg Agency to Move 9th N. E. Grocery 


| 


Weems System of Navigation, 


The New York branch of James | 


Annapolis, marine and aircraft; Thomas Chirurg Company will | 
navigation instruments, has placed | move from 342 Madison Ave. to) Survey Released 


its advertising with Emery Ad- 
vertising Company, Baltimore. 
Magazines will be used. 


Appoints Garvey 


Martin L. Garvey, account ex- 
ecutive, has been appointed head 
of the radio production depart- 
ment of Advertising, Inc., Wash- 
ington. 


larger quarters at 48 E. 48rd St.) 


Boston—The New England 
on Sept. 1. 


Newspapers Advertising Bureau 
has released its ninth annual sur- 


. vey of the retail distribution of 
Smart Joins Greene | grocery products in 38 New Eng- 


Jeanne Smart, formerly assist- | jand cities. 


twit) Neo Yak ge Information for the study, which 
hert 'M. Greene, ’ publisher’s rep- lists the percentage of representa- 
resentative, to work on Fashion tive stores carrying each of 522 


Topix and Toiletries Trends. | food brands, was secured through 
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interviews conducted by the 39 
cooperating newspapers over a 
six-week period beginning in 
March. Each store was checked 
both for brands in stock and for 
brands which had been stocked 
within the previous 30 days. 

The six-part survey, listing the 
brands under 77 classifications, 
is designed to aid advertisers and 
agencies in measuring their sales 
and advertising efforts in the 
area, to help the manufacturer of 
branded products to trace the re- 


McGRAW-HILL PUBLICATIONS 


You can’t 


ie 


catch 


Headquarters for Industrial Information 
330 West 42nd Street—New York 18, N.Y. 
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tail disposition of his product and 
thus to enable him to allocate his 
newspaper advertising appropria- 
tions for maximum effectiveness. 

The first of the six sections, 
available from the bureau head- 
quarters in the Statler building 
here, covers beverages, including 
soft drinks, coffee, tea, cocoa and 
evaporated milk. 


To VanSant, Dugdale 


Butler Engineering Company, 
New Orleans, has appointed Van- 


Sant, Dugdale & Co., Baltimore, 
to handle advertising on Butler 
De-Scaler, a new device for keep- 
ing automotive cooling systems 
clean. Automotive, jobber, fleet 
and bus, and farm implement 
dealer publications will be used. 


Joins Jam Handy 

Al Stephenson, formerly with 
Time, Inc., where he assisted with 
merchandising, promotion and 
circulation projects, has been 
added to the writing staff of Jam 
Handy Organization, Detroit. 


Canada Admen 
to Get Awards 


Toronto—Awards to advertis- 
ers, for outstanding contributions 
to the advancement of Canadian 
commerce and industry, will high- 
light the 33rd annual convention 
of the Association of Canadian 
Advertisers scheduled for the 
Royal York Hotel here Oct. 29-31. 

Nominations, which close July 


15, must be accompanied by an 


outline of qualifications describ- 
ing how the nominee has ad- 
vanced Canadian advertising. Four 
winners, to be selected by an 
awards jury, will receive gold and 
silver medals in recognition of 
their contributions. 

The jury represents agencies, 
advertisers, newspapers, maga- 
zine and poster associations, 
broadcasters and the graphic arts. 
Already named are: Morgan East- 
man, Canadian Association of Ad- 
vertising Agencies; Douglas Scott, 


a Moose with a 


And you can’t land your full, fair share of sales to Industry unless you tool-up to go 


after it aggressively. Advertising schedules that are mousetrap size won’t help 


you catch the ‘big game” in today’s competitive industrial markets. 


Adequate advertising schedules are vitally important to support your product, your 


salesmen and your distributing outlets. They need all the help you can 


afford to give them. Whether that means color spreads or black and white columns 


... give them all you’ve got! 


The business of selling industry today demands well directed, well written 


advertising . . . “mechanized selling’. . . with the dominance and power that permits 


your salesmen to spend the bulk of their limited time on the all-important job of closing 


the sale. McGraw-Hill Publications are aimed directly at the important buyers 


in the markets they cover . 


UST 
— 
SF 


ASK YOUR McGRAW-HILL MAN about all the extra 
(often exclusive) services McGraw-Hill provides to help 
you sell your product... to help you make your adver- 
tising more effective. For example, if you haven't seen 
the booklet, “‘When the Curve is UP’’, you will be in- 
terested in its critical appraisal of the ability of adver- 
tising to lower the unit cost of sales. 


. . provide a proved route to sales. 
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Canadian Association of Broad- 
casters; W. J. J. Butler, Canadian 
Daily Newspapers’ Association; 
George W. James, Canadian 
Weekly Newspapers Association; 
N. Roy Perry, Periodical Press 
Association; C. R. Benchley, Poster 
Advertising Association, and L. E. 
Phenner and Harold Stephenson 
of the ACA. 

Two additional jury members, 
representatives of the graphic arts 
and advertisers at large, have yet 
to be named. 


Names Hahn Agency 


Northern Engineering Works, 
Detroit, manufacturer of overhead 
traveling cranes and hoists, has 
named Marvin Hahn Advertising, 
Detroit, to direct its advertising, 
effective Aug. 1. 


Names Sales Manager 


Gordon R. Smith has been 
named sales manager of the Grip- 
master division of Nelson Chem- 
ical Company, Windsor, a sub- 
sidiary of Nelson Chemicals Cor- 
poration, Detroit. 


The Best Buy in 
Central lowa 


These Two 
EXCLUSIVE 
FEATURES 


Give You 
Iowa's Richest Market 


In one package 
On one station 


*1-Central Iowa’s 
Only CBS Station 


2-Response Rated 
Programming 
e*eeee 
Get the complete KSO story 


from your nearest Headley- 
Reed representative today. 
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Against Advertising Lotteries 


Elsewhere in this issue ADVER- 
TISING AGE prints the story of two 
“puzzle contest” advertising pro- 
motions, designed to raise money 
for a war memorial and a hos- 
pital. We print the story because 
we believe it is our function to 
report the news, but we don’t 
like the kind of advertising repre- 
sented by these contests and we 
don’t believe such advertising 
ought to run, no matter how 
worthy may be the cause which 
it hopes to benefit. 

As nearly as we can gather from 
an explanation of the way these 
puzzle contests operate, the ini- 
tial puzzle (which requires a 
“free will” donation to the hos- 
pital or memorial center) is easy 
enough to warrant a good many 
thousands of ‘“ties.”” Thereupon, 
all fortunate “winners” are asked 
to work a harder puzzle and to 
increase their donations, if they 
have not already reached the 
maximum. In a previous contest, 
350,000 entries netted 98,000 “‘ties.” 

It must be admitted that the 
advertising material makes the 
purpose of the contest amply 
clear, and does not mislead the 
careful reader, but it must also be 
said that the contests, while prob- 
ably technically legal, are so ob- 
viously lotteries, with a very sub- 
stantial take reserved for the 
sponsoring organizations and pre- 
sumably the promoter, that they 


are not likely to win the favor 
of the general public. 

It has always seemed strange 
to us that the most noble enter- 
prises, including especially re- 
ligious and charitable institutions, 
should stoop to the most ignoble 
methods of extracting the money 
to carry on their functions; lot- 
teries, raffles and the like, with 
the odds against the player some- 
times running into the millions, 
apparently are their favorites. 

If we are to have lotteries — 
for whatever purpose—let’s have 
them freely and openly, the way 
the people of the sovereign state 
of Nevada take their gambling. 
But as long as such financial op- 
erations are forbidden by law, 
it seems to us that advertising 
gains little stature by being used 
as an instrument of avoiding or 
skirting the law of the land. 

We should make it clear that 
we are not referring to box-top 
contests. To us, there is an im- 
portant distinction, because in the 
garden variety of box-top con- 
test the contest itself is purely an 
extra. The price of entry is the 
usual price of a presumably use- 
ful article, so that the contestant 
cannot lose. In the other type of 
contest, we suspect that the num- 
ber of “free will” charitable offer- 
ings not contingent on the hope of 
winning an important prize, is 


mighty small. 


Who's Going to Do It? 


As the school year came to a 
close, our mail was more than 
usually burdened with notes from 
aspiring students in various 
schools, all eager to learn all 
about advertising in 20 minutes, 
because of the necessity of turn- 
ing out a term paper. 

We took them all in their stride 
until a postcard arrived, saying: 

“T have decided to write a term 
paper about advertising, giving 
all the pros and cons. I wonder if 
you can send me some literature, 
or give me some facts on the pro 
side.” 

On top of the versions of ad- 
vertising’s value put into the 
mouths of Michael Wilde and 
Father Stanfield by Herman 
‘Wouk in “Aurora Dawn,’ this 
was too much. 

We decided, as we have decided 
time and again for lo, these many 
years, that it is about time some 
one did a real job of placing ad- 
vertising in its true light, for 
all to see. Not glamorizing it, not 
telling how it won the war, not 


inducing callow youth to forsake 
their natural callings for a fling 
at it, but explaining its purposes 
and its functions simply and un- 
derstandably, in relation to the 
world in which it operates. 

There have been abortive at- 
tempts to do this job, and there 
has been no end to the suggestions 
that it must be done. But no one 
yet, to our knowledge, has done 
a complete, useful, over-all job in 
simple prose that might have pop- 
ular appeal. 

The job needs doing, and doing 
well, if advertising isn’t to suffer 
so badly that its usefulness will 
be greatly impaired. The volume 
of literature on the subject of ad- 
vertising leans constantly more 
heavily on the side of criticism, 
fictional or otherwise. If we are 
not careful, the very weight of 
this material which pictures ad- 
vertising as inane, idiotic or 
worse will of itself bury adver- 
tising under mounting public dis- 
favor. 


Is there a writer in the house? 
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"Madam, | can't wake the guests in No. 6 so you can look for that stack of 
Dreft coupons you left here last night." 


Earnings Made Easy 

Don Herold is a guy whose skill 
with a pen (drawing or writing, 
makes no difference) has gradu- 
ally permitted him to pile up the 
treasures of this wurrrld, and 
whose brisk and distinctive style 
brightens many an ad. 

One of the latest Herold opera 
is an annual report for the Balti- 
more & Ohio; as you might ex- 


pect, it is a simple, humorous and 
thoroughly competent job, done in 
casual, chatty style. He has a 
knack for translating the grim 
and prosaic figures of a balance 
sheet into pleasant and assimil- 
able information. 


Nary a Yodel 

The average American, we 
suspect, thinks of Switzerland as 
a country of cheese, watches, 
mountains, St. Bernards and col- 
orful costumes. 
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The following documents may 
be secured without charge from 


companies sponsoring them, or 
through ADVERTISING AGE, by any 
national advertiser or advertising 
agency executive writing on his 
business letterhead. Address Ap- 
VERTISING AGE, 100 E. Ohio St., 
Chicago 11, Ill. 


No. 2817. Southern Farm Families 
Open the Door to Sales. 

The cash farm income in the 
14 southern states showed a 1946 
gain of $4 billion, according to 
this study, issued by The Progres- 
sive Farmer. Further, the study 
says that the rural South has $6 
billion in ready cash, and that 
retail sales gained 157% in 1946, 
compared with 1940. The booklet 
contains a study of the rural 
South’s readership of non-farm 
magazines and a report of its own 
| readership. 


No. 2818. The Global Oil Industry 
and How to Cover It. 

Gulf Publishing Company has 
| issued this brochure, which gives 
a detailed picture of the global 
/oil market, and its coverage by 
|World Oil (formerly The Oil 


\graphs, charts and maps in the| Weekly). Material covers the esti- 


| 
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booklets, Publicitas manages a 
pretty effective selling job for 
itself; it has 50 offices, 600 em- 
ployes, and has been in business 
since 1890. 


Jottings 

WMPS, Memphis, broadcast a 
special program on June 6, wel- 
coming its new rival, WDIA, 
which started broadcasting June 


"Macfadden Publications Inter- 


|/national Corporation was unable 


to publish True Story by the de- 
sired title, Confidencias, in Ar- 
gentina because Argentine copy- 
right law held that ‘“Confidencias” 
is a general descriptive term, not 
accessible to copyright. True 
Story will be known as Cuentame 
(or “tell me”)... 

Fairfax Nisbet, the Dallas 
Morning News radio columnist, 
reports that a local agency man 
favors commercials in which the 


announcer will request a minute) 


of silence during which the audi- 
ence will think of the sponsor’s 
products. . . 

There’s a dude ranch in the 
Adirondacks named Ridin-Hy, 
which doesn’t mention horses, but 
offers speed boating, aquaplaning, 
dancing and attractive rates. . . 

The Great Bay Pilot, New- 


|mated 1947 expenditures of the 
industry; a graphic presentation 
| of world crude production for the 
‘past 10 years, including the U. S., 
'and a tabulation showing the lo- 
/cation of the world’s petroleum 
| reserves. The brochure introduces 
the people behind the interna- 
tional feature section of the pub- 
lication, a record of World Oil’s 
international editorial coverage, 
and a circulation study. 


|No. 2819. Do You Speak ‘Sta- 
| tistic’? 

| This brochure, issued by the 
| washington Star, provides a di- 
|gest of facts about newspaper 
reading habits in the Washington, 
D. C., trading area, taken from the 
Four <A’s Washington survey, 
conducted by Elmo Roper. Fig- 
ures show how many men, women, 
and “heads of families” read the 
Star, and the number of homes 
and what kind are reached by the 
newspaper. 


No. 2813. Market Facts About 
Cleveland and Adjacent Ter- 
ritory. 

The Cleveland Press has pub- 
lished this study, which covers 
just about everything an adver- 
tiser needs to know about a mar- 
‘ket. Illustrated by numerous 
| page-size maps, the fact book in- 


A more accurate picture is pro-| market, N. H., recently carried a cludes population, housing, em- 
vided by Publicitas, S. A., Lau- | classified ad from a worried man: | ployment, geography, history and 
sanne, which recently mailed to|“Found—Lady’s purse left in my|many other details about the 


agencies in the U. S. and Great|car while parked. 


Britain two booklets which dis- 
cuss Switzerland as a country 
and as a market. And a very 
nifty job, too. 

As one of the few nations which 
have been able to avoid both war 
and civil war for a considerable 
number of years, Switzerland of- 
fers a stable market, and possibly 
the healthiest and most indus- 
trious population in Europe. 

The booklets explain that 
there are vast differences in the 
Swiss population; that four prin- 
cipal languages are spoken, Ger- 
man, French, Italian and Ro- 
mansch; that the country is 57% 
Protestant, 41% Catholic; that 
there are 504 newspapers pub- 
lished in the country, with a daily 
circulation of 2,874,395 (this 
means that there is one news- 
paper published for each 8,000 in- 
habitants—in the U. S. there is 
one for each 12,700) but only 10 
of the newspapers have more 
than 50,000 circulation. 

Besides the magnificent photo- 


Owner can 
have same by describing prop- 
erly and paying for this ‘ad.’ If 
owner can explain satisfactorily 
to my wife how purse got into 
car, will pay for ‘ad’ myself. 
BOs 6.x" 

United Fruit Company runs a 
Middle American Information 
Bureau in New York. “Middle 
American” apparently being a 
new term for people living in 
Central America. . 

When the crews of the colleges 
competed in the Poughkeepsie re- 
gatta, a helicopter hovered over- 
head proudly bearing the banner 
of Adler shoes... 

The New York Herald Tribune’s 
Sunday comic section is being 
printed 
summer. The four-color press 
which has been used by the HT 
will give way to a new seven- 
unit machine in August. The pa- 
per bought the old press when it 
took over the Herald from Frank 
Munsey, and it dates back te 
1912... 


in Buffalo during the) 


|market. The last page of the 
/book reports on specialized re- 
|search studies made by the Press. 


No. 2814. Kitchen Poll of Brands 


The Chicago Downtown Shop- 
ping News has issued its third 
quarterly brand poll of 40 grocery 
| items in the Chicago area, includ- 
ing beverages; juices; soaps; 
canned meats, milk and soups; 
flour and mixes, and many other 
| items. 


No. 2770. Survey on Radios, Pho- 
nographs and Records. 


| Console radio-phonographs will 
‘make up about 50% of all radio 
set purchases this year, according 
\to this survey, made by Collier’s 
and based on replies to question- 
naires sent to a cross section of 
the nearly 3,000,000 Collier’s fam- 
ilies. Nearly half of the maga- 
zine’s families, or 47.9%, plan to 
buy a new set in 1947, the study 
shows, and of this number 49.3% 
plan to make their’s combination 
'radio-phonograph consoles. 
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DON’T TAKE MY INQUIRER. 


"DAILY INQUIRER NOW | NEED IT FOR MY SHOPPING!” 


FIRST IN PHILADELPHIA IN 
: ” The Philadelphia Inquirer is the direct route to the 


heart and purse of the Philadelphia housewife. She 


in Rennes He looks to The Inquirer for news. . . finds it presented 


clearly, completely, without bias. And The Inquirer is 
filled with features that aid the woman in her daily 
problems; features that inform, entertain, amuse her. 


This preference has made The Inquirer the leading 


advertising medium in America’s 3rd market. 


TELL IT IN THE MORNING...TELL IT IN 


The Philadelphia Pnguirer 


National Advertising Representatives: OSBORN, SCOLARO, MEEKER & CO., NEW YORK, CHICAGO, PHILADELPHIA, DETROIT; FITZPATRICK & CHAMBERLIN, SAN FRANCISCO 


Member: 


AMERICAN NEWSPAPER ADVERTISING NETWORK; FIRST 3 MARKETS GROUP; METROPOLITAN GROUP COMICS; METROPOLITAN GROUP GRAVURE 
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SUPPLY NEWS 


Ballantyne Names Gerber 


Joseph Gerber Advertising 
Agency, Portland, Ore., has been 
named to handle the advertising 
of the new Ballantyne Standard 
Speed-Tray for package freezing 
NUMERICALLY and dehydrating, manufactured by 

png W. G. Ballantyne Company, Port- 
BECAUSE OF fond A i] A 
ACCEPTED and. Direct mail and business 


fe. apers will be used. 
ae | Ne USEC | 


Pe | Cavell Joins BSF&D 


7 z ragges te W. Cavell, formerly 

with United States Rubber Com- 

Bul ding pany and the Detroit Free Press, 

has joined the merchandising de- 

partment of Brooke, Smith, French 

. re Detroit and New 
ork. 


TORONTO, 


GIBBONS KNOWS CANADA 
J. J. GIBBONS LTD. avvertisinc~- 


: “ 
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MILLER AND HOOD BEGIN—B. F. Goodrich has launched new campaigns 
for both Miller and Hood tires. The Miller drive (left) began in the June 21 


SEP, and continues, in 2-color pages, at four-week intervals. The 
also using full pages in color, started in the June 23 issue of LIFE. 


HEAD OFFICE: 200 BAY STREET, TORONTO 


MONTREAL, WINNIPEG, REGINA, CALGARY, EDMONTON, VANCOUVER of dealer helps. 


S 
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Hood copy, 


Both are 


backed with a variety of business paper copy, direct mail, and various forms 


- FLORIDA...THE PIN-UP STATE # 


@ Florida, the state beautiful, is the market beautiful as well. In population, 
Florida’s development since 1940 is second best of any state east of the Rockies. 

In income, Florida’s figure is far better than the national average. And in 
ae spending, Florida is an eye-filling First in the South in total sales per capita. 


Best of all, three newspapers give you head-to-toe coverage of the trading areas 
where more than 53% of Florida's sales take place. If you like your sales charts 
to reveal nice-looking curves, schedule the Big 3... . the morning newspapers 
with the most appeal for the most people in the south’s model market. 


FLORIDA TIMES-UNION 


jacksonville 


entatives 


MIAMI HERALD 
* 


Notional Representatives 


TAMPA TRIBUNE 
* 


Nationol Repres 


Notionol Representatives Reynolds-Fitzgerald, Inc. 


Story, tenets © Finley, Inc. 


A. S. Grant, Atlante Sawyer-Ferguson-Walker Co. Jann and Kelley, Inc.. Atlanta 
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‘First Nighter’ Back 
for Campana 


New YorK—The Campana Sales 
Company will return to the Col- 
umbia network this fall as spon- 
sor of “The First Nighter,” ap- 
parently the company’s favorite 
show. 

Campana has been airing this 
dramatic program off and on for 
17 years, having introduced it in 
1930 over the Blue Network. The 
show was dropped from CBS in 
April of last year, and will return 
to the airwaves at 8 p.m. Oct. 4. 
Wallace-Ferry-Hanly Company is 
the agency. 

Campana’s only other radio 
show is “Solitar Time,” a 15- 
minute Sunday morning broadcast 
over NBC through the Clements 
Company. 


CHRYSLER PLANS 
NEW FALL SHOW 

New York — ‘‘Christopher 
Wells,” an Edward Byron pack- 
age, is the show which the Chrys- 
ler Corporation has decided upon 
to fill its 30-minute nighttime CBS 
spot. 

The company had been consid- 
ering another Byron show, “A 
Reporter At Large,” for the time 
(Sundays, 10 p.m.) which is be- 
ing bought for DeSoto cars, but 
chose the other drama _ instead. 
The program, arranged through 
Batten, Barton, Durstine & Os- 
born, will begin Sept. 28. 


‘Forbes’ Dinner Nov. 5 
Honors 50 Business Men 


To commemorate its 30th anni- 
versary, Forbes Magazine will 
hold a dinner in the Waldorf- 
Astoria Hotel on Nov. 5, for which 
complimentary invitations will be 
issued 1,500 guests, to honor 50 
business leaders, judged “Amer- 
ica’s 50 Foremost Men of Affairs’ 
in a nationwide poll among its 
readers. 

Tentative nominees number 
554, and, when the final 50 are 
chosen, their life stories will be 
published in book form. Forbes 30 
years ago conducted a similar na- 
tionwide poll and based upon the 
result, published a volume, ‘‘Men 
Who Are Making America,” 
which became a textbook in many 
educational institutions. 


Boyer-Campbell Names 2 


John F. Phillips and Kenneth 
D. McLetche have been appointed 
director of sales and _ industrial 
equipment sales manager, respec- 
tively, of Boyer-Campbell Com- 
pany, Detroit. 


PRINTING 


AITHORN service is 
oe 
Engraving and Printing. You 
can use one or all as required, 
but all are here ready to serve 
you. Experience proves that 
there is often a distinct advan- 
tage in having your typography 
done where you can get engrav- 
ings and press proofs in any 
quantity. Phone Whitehall 2300. 


& 


Faithorn Corporation 
400 N. Rush S?., Chicago 11, Illinois 


A Complete Day and Night Service for 
Advertisers and Advertising Agencies * 
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Directory of 
Weekly Papers 


Cuicaco—Newspaper Advertis- 
ing Service, Inc., has started dis- 
tribution of the 1947 edition of its 
“National Directory of Newspa- 
pers,” containing rates and data 
for mvre than 8,800 U. S. weekly 
newspapers, compiled by NAS 
with the aid of state press associa- 
tions and through questionnaires 
to newspaper publishers. 

In addition, according to Don 
Eck, NAS treasurer, this fourth 
annual edition includes a complete 
listing of all U. S. daily newspa- 
pers, with the names of either 
publishers, managing editors or 
advertising managers. It also in- 
cludes a 48-page state map section 
outlined by counties. To keep the 
book up to date throughout the 
year, NAS will supply monthly 
supplements listing all rate 
changes, to ad agencies and ad- 
vertisers requesting the service. 

The NAS directory, bearing the 
endorsement of Newspaper Asso- 
ciation Managers, Inc., is said to 
be the most complete, accurate 
compilation on non-daily papers 
published in the U. S. Copies 
may be obtained through the gen- 
eral office of Newspaper Adver- 
tising Service, Inc., 188 W. Ran- 
dolph St., Chicago 1, at $2.50 each. 


WBBM Adds ’E’ Rate 


Station WBBM, Chicago CBS 
outlet, has issued Rate Card No. 
22, effective July 22, which adds 
a new “Class E” rate for the 5 to 
6 a.m. period; clarifies the “broad- 
cast week” for discount purposes 
and recognizes the 2% cash dis- 
count principle as a penalty pro- 
vision. 


Establishes PR Firm 


William Van Dusen, for 19 years 
director of public relations for Pan 
American World Airways, is es- 
tablishing his own public relations 
firm, William Van Dusen Associ- 
ates, with offices at 250 Park Ave., 
New York, and in Washington. One 
of its accounts will be Pan Amer- 
ican. 


Stallard Quits LeQuatte 


David W. Stallard has resigned 
as secretary and account executive 
specializing in grocery product ad- 
vertising at H. B. LeQuatte, Inc., 
New York. His future plans will be 
announced later. 


DO YOU SUFFER FROM | 


@ 


Rte 


. 
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If the results from your last mail 
campaign weren’t up to par, you © 
may be suffering from LIstT-itis! Vv 
The diagnosis of LIsT-itis is list defi- 
ciency. The Causes: Use of lists too 
old, neglected list maintenance, lists 
which are just names—but not buyers, 
etc. 


FR tne cure: Berliner 
CUSTOM MADE LISTS 


because they are hand-tailored to your 
individual requirements will give you 
that extra pulling power. 


FREE 
Write today for our free survey, 
“FIRST AID FOR DIRECT MAIL SELLING." 


J.J. BERLINER star 


STAFF 


212 FIFTH AVENUE, NEW YORK 10, WN. Y. 
Telephone: LExington 2-4745 
Offices In Philadelphia, Washington, D. C. 


Rasmussen Resigns 


Robert V. Rasmussen has re- 
signed as chairman of the board 
of directors of National Tea Com- 
pany, Chicago. No successor has 
been named as yet. Mr., Rasmus- 
sen will remain as a director. 


To French & Preston 


Capital Airlines, formerly han- 
dled by Lewis Edwin Ryan, Inc., 
Washington, has switched its ac- 
— to French & Preston, New 
York. 


Parker Advanced 


Don M. Parker Jr. has been 
promoted from assistant manager 
of Seabee sales to director of per- 
sonal plane sales of Republic 
Aviation Corporation, Farming- 
dale, L. I, N. Y. He succeeds 
Gordon C. Sleeper, resigned. 


Gets New Hunter Post 


Frankfort Distillers Corporation, 
New York, has appointed Albert 
W. Allen to the newly created 
post of national brand manager 


for the Hunter whisky division. 
Mr. Allen has been with Frank- 
fort since 1936, most recently as 
Washington, D. C., district man- 
ager. 


Braniff Promotes Brack 

Reginald Brack, manager of the 
nine-city northern traffic region 
of Braniff International Airways, 
has been appointed to the newly 
created position of general sales 
manager of the airline, with 
headquarters in Dallas, base of 
the airline. 


MEEP YOUR EvE OW THE 


WAGERSTOW pW LINE 


PERSONAL LEATHER GOODS 
FOR PREMIUMS, PRIZES AND 
ADVERTISING SPECIALTIES 


THE HAGERSTOWN LEATHER CO. 
HAGERSTOWN, MD. 


WRITE FOR FREE BOOK 
Read how Brand and Deal- 
er Identification sign pro- 
grams are developed by 
National Advertisers. Learn 
how this important point- 
of-sale advertising can fit 
into your budget. 


: Wi a 
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), Famous Name Displays 
created and produced at 


“Illuminated Sign aa! ‘ ® 
Headquarters’ | 


Point an exploring eye down most any “Main Street”’ 
in the land. You'll see illuminated signs identifying 
dealers in famous cars, radios, refrigerators, washing 
machines, paints, tires—signs created and mass-pro- 
duced by “Neon of Lima” for the nation’s leading 
national advertisers. 

For nearly 20 years we've specialized in development 
of dealer sign programs that make local brand-buying 
possible. We regularly serve the “big name” advertisers 

... and we’re equally equipped to provide effective sign 

programs for medium and smaller sized budgets. 

Send us your brand name and a brief outline of your 
requirements, or our sign program engineer will call 
at your convenience. We'll gladly work out a complete 
plan including sketches, all of which will be submitted 
for your approval without charge or obligation. 


“QOUALITY Neon cad Fiverescent Sia: 


wih #) : ro) 7 


Sow Yask Offes, Circle 37570 « Cr. oge Office. Ardmare 94 


YO «Lee Angeles Office, Hempstead 454) 
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NNPA Names Committee 
Chairmen for 1948 


The National Newspaper Pro- 
motion Association has announced 
the following committee chairmen 
for 1948: Employment committee, 
Edgar Bayol, New York World- 
Telegram; committee on _ stand- 
ardization of market data, Russell 
Simmons, Cleveland Press; com- 
mittee on membership, Lawrence 
Kelley, Minneapolis Daily Times; 
committee on education, Court 
Conlee, Milwaukee Journal; com- 
mittee on research and statistics, 
Raoul Blumberg, Washington Post, 
and committee on convention site, 
Summer Collins, New York Jour- 
nal-American. 

Others are: Regional conven- 
tion committee, Bertrand Stolpe, 
Des Moines Register and Tribune; 


No. { Publication 
in a No.1 Market 


WwoOoD 
PRODUCTS 


For Detailed 
Reference Dota 


THE MArxer 


DATA BOOK 
Business 
Ouptoctions 

Edition 


Le 


committee on international ex- 
changes, Lawrence Merahn, New 
York Sun, and committee on co- 
ordination with other organiza- 
tions, W. J. Byrnes, Chicago 
Tribune. 


‘Real Income’ Drops 


A survey of “real income,’”’ made 
by Investors Syndicate, Minne- 
apolis, shows that for the first 
time in many months there is a 
marked decrease in consumer pur- 
chasing power. The income of 
the average family today is $1.18 
for every dollar earned a year 
ago, while prices have gone up 
to $1.23 for every dollar in April, 
1946. This reduces the “real in- 
come” index to 96 cents. 


Sheldon in New Job 


James Sheldon has been named 
executive producer of WOR, New 
York. In this newly created posi- 
tion he will assume the duties 
formerly performed by Tom 
Moore, program coordinator, who 
resigned to return to the adver- 
tising agency field. Mr. Sheldon 
was director of radio for Mac- 
Farland, Aveyard & Company be- 
fore joining the WOR staff. 


YOU MAY BE ABLE TO SPEAK 
217 WORDS PER MINUTE — 


YOU’LL WASTE BREATH 
IN WESTERN MICHIGAN 
WITHOUT WKZO-WJEF! 


For your message to be effective it first must be heard. 
Broadcasts originating outside the Western Michigan area 
suffer from a fading condition that severely reduces recep- 
tion here. That’s one of the several good reasons why a 
much higher percent of listeners in this area tune in on 


“home” stations. 


Their first choice is the WKZO and WJEF combination 


in Grand Rapics-Kalamazoo. 


The most recent Hooper 


Report shows that this combination attracts far more lis- 
teners than any other station, or, for that matter, any other 
network combination. And that goes for morning, after- 


noon and evening audiences 


(from 8 a.m. to 10 p.m.). 


We'll be glad to send you the complete report, or if it’s 
more convenient, just ask Avery-Knodel, Inc. 


*Floyd Gibbons, the famous reporter, was clocked at this talking speed. 
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BROADCASTING 


AVERY-KNODEL, INC., EXCLUSIVE NATIONAL REPRESENTATIVES 


Unless otherwise noted, all publications are monthlies and have standard 7x10 inch type page. 
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BUSINESS PAPER ADVERTISING VOLUME FOR JUNE ISSUES 
AND FOR FIRST SIX MONTHS OF 1947 


trial Marketing, must not be quoted or reproduced without perm ission. 


These figures, compiled by Indus- 


June Six Months June Six Months 
-—Pages—, -—Pages—, c—Pages—, ——Pages—, 
1947 1946 1947 1946 ; M 1947 1946 1947 1946 

Industrial Group Welding Engineer .......... 65 72 433 424 
ME UNE 6555.0 6.6535 668 505% *86 *113 572 718 West Coast Lumberman..... *124 110 687 628 
PR eee ree 36 36 224 239 Western Canner and Packer. *48 "51 310 310 
American Builder ee ore ee 151 127 829 750 Western Construction News. . 104 108 605 651 
AMOriCar GI 5565.06.00 162 102 610 Gl | WOO WOmmer .. os. scscecsss *70 *73 430 432 
American Machinist (bi-w). *|]442 *487 2,831 8,230 Woodworking Digest 
American Printer ........... *147 *42 246 252 Ll ) ) eer *126 *112 744 609 
Architectural Forum ....... 114 123 697 816 World Petroleum ........... 50 63 3538 * 389 
Architectural Record ....... 158 130 829 749 . 

Automotive & Aviation In- MN 5 20:50:44 hun 410 0's % as 08 17,606 17,668 100,800 106,774 

dustries (semi-mo) ........ 198 259 1,285 1,663 Trade Group 

EE heat taaies Sas-da9s.0 000% *102 *133 645 798 Air Conditioning & Patrigee- 

Aviation Maintenance ...... 60 64 344 425 tion News (w) (1144x16).. |t92 53 434 345 

Bakers’ Helper we) i pee $232 §°244 1,106 1,046 American Artisan ....... .. 108 88 7385 643 

ee cdc Sealand én a4.09 110 84 485 383 American ae 135 155 1,020 1,065 

| Gg” Eee 25 30 190 191 American Lumberman & Build- 

eee 88 36 243 225 i Products Merchandiser 

Brick & Clay Record........ *41 *28 252 221 > ERR ere *1123 *104 869 718 

Bus Transportation ......... 162 165 902 977 Boot & Shoe Recorder (semi- 

Butane-Propane News ....... *108 *78 588 446 | EN ie pari *176 *168 1,340 1,063 

SE eer ee *477 *t101 607 707 Building Supply News....... 97 85 875 117 

Ceramic Industry .......... *64 *60 426 404 Chain Store Age—Administra- 

— & Engineering News tion Edition Combination 33 36 172 195 
eS SPP 128 116 724 672 Druggist Edition ......... 105 145 761 835 

Ch Md BE Engineering ....... 1281 327 1,668 1,977 General Merchandise — Va- 

Chémical Industries ......... *101 *103 630 649 riety Store Edition...... $132 $157 895 959 

Chemical Processing Preview 73 $... 512 8395 Grocery Edition .......... 96 85 709 670 

Civil Engineering ........... 44 43 244 242 Department Store Economist. 78 108 585 674 

Me 5 6 Aa ead eats 6s 164 124 857 929 Domestic Engineering ....... 157 143 946 863 

Commercial Car Journal..... 224 207 1,275 1,248 ee OR rr 65 55 391 366 

Construction Digest (bi-w).. 188 120 885 728 Electrical Merchandising 

Construction Methods ....... 120 127 768 808 DED. S0062.50 5006.00 466 004 166 146 1,114 971 

EE ear eee 38 38 299 275 Electrical Wholesaling ...... 101 86 631 587 

Contractors & Engineers Farm Equipment Retailing. . 69 45 432 268 

Monthly (9%x14) ...... ie 51 47 328 341 Farm Implement News (bi-w) 148 144 980 928 
Dairy Record (w)........... 92 97 589 588 | Fountain Service ........... 51 29 278 146 
Diesel Progress (8%2x11).... 57 65 362 397 Fueloil & Oil Heat........... 108 15 659 516 
Distribution Age ............ 7 17 388 461 Geyer's Topics ............. 87 97 601 569 
Drug & Cosmetic Industry eee 19 13 100 71 

. Pe ra aa 144 152 853 882 Hardware Age (bi-w)........ 1307 310 2,575 2,221 
Electric Light & Power...... §221 84 500 487 Hide and Leather and Shoes. *§|j121 *§$112 631 665 
Electrical Construction & Hosiery & Underwear Review 120 117 794 7148 

| PS rae 125 123 711 747 | ES eran 94 80 594 485 
Electrical —_ oT PRT eR TE 54 42 333 288 Jewelers’ Circular-Keystone. . 249 316 1,821 1,796 
EEMOGENSORE WOE Seccccccccess 105 107 528 530 Lingerie Merchandising ..... 82 64 480 388 
Electrical World (w).. peaaw eae |255 267 1,504 1.527 Liquor Store & Dispenser. . 57 61 390 407 
SI, he a 5 ou 0.0 000% *§407 *§500 1,416 1,758 | Meat Merchandising ........ 76 58 440 394 
Engineering News-Record (w) *341 *346 2,239 2,193 c fee 113 92 652 5838 
Excavating Engineer ........ 48 45 223 218 Mill Supplies ...... rere rr. 232 233 1,428 1,424 
Factory Management & Bee Peseereeperene 180 157 929 835 

Maintenance .......e.seeee 254 326 1,516 1,888 I I 8b GW 95-4 d05-0-0.4.050 132 119 843 709 
Fire Engineering ........... 45 40 235 270 eg 187 161 1,066 931 
ar rere 147 143 818 830 National Bottlers’ dees 132 129 765 755 
Food Industries ............ 175 188 1,037 1,112 NJ (National Jeweler) 

Ry Fae *§1 *58 383 369 CSRS UND 6.5.54:00:0.5-<-00.0%.2 254 323 1,724 1,805 
Food Processing Preview.... 67 883 300 3233 Office Appliances (6 5/6x10) . 1152 144 961 887 
Foundry ES Err errr rire *§217 *§239 1,241 1,277 Photographic Trade News.... 86 88 603 580 
MD Sin caeeeedaneseeaaeesa< 51 46 296 275 Plumbing and Heating Journal 

ce” eo eee 98 98 543 5311 PEED, cadea6ascs0es% es 69 44 351 290 
Heating, Piping and Air Con- Poultry Supply Dealer....... *25 *30 207 226 

A Serre re 138 115 806 819 Radio & Television Retailing 93 74 582 500 
Heating & Ventilating....... 84 66 453 431 Sheet Metal Worker......... 73 65 472 422 
Ice Cream Review........... 101 77 475 562 Southern Automotive Journal 132 109 767 631 
Industrial & Engineering Southern Hardware ......... 104 87 708 550 

Chemistry (two editions).. 159 160 910 997 Sporting Goods Dealer....... 1203 191 1,584 1,190 
Industrial Finishing DO eee eee 56 52 443 306 

| PARR ear 89 85 519 509 Super Market Merchandising 108 112 687 686 
Industry & Power........... 133 143 744 809 Syndicate Store Merchandiser 
OR CR. Cree errr * 1582 *621 3,622 4,073 CRUEENOE) osbbso8ss-c0caaes 93 lll 616 714 
ee eee *226 *266 1,298 1,639 
Machine Tool Blue Book | rr 5,676 5,456 37,635 84,247 

SUREURE § eke sca aeesnesees 287 298 1,661 1,875 Class Group 
IEE 5s; 6 606 0a SG'e-4 4/o.03:6 310 346 1,841 2,082 Advertising Age (w) 

Manufacturers Record ...... 44 51 309 847 SUNOS. Ssbd4 45. 404N0-59%% £$242 220 1,280 1,398 
Marine Engineering & Ship- American Funeral Director. . 171 63 444 403 

TEE TAOUIOW bv cscicsscescees 17 151 707 1,032 American Hairdresser ..... : 52 86 393 464 
Mass Transportation ........ 87 29 206 174 American Restaurant ....... 94 87 525 454 
Materials & Methods......... 147 186 893 1,132 Banking (7x10 8/16) ........ 71 51 367 378 
Mechanical Engineering ..... 103 122 605 708 Chain Store Age—Fountain 
Sree 85 485 515 508 Restaurant Edition ....... 33 28 182 161 
Metal Finishing ............. 94 72 466 421 Cleaning and Laundry World 24 82 180 201 
Metal Progress ............. 155 152 825 979 | Dental Survey .............. 140 148 877 849 
Milk Plant Monthly......... *58 *52 325 280 Hospital Management ....... 75 81 459 481 
DOU GE BOOTY oo cos ces cccses 209 248 1,616 1,637 Hotel Management ......... 93 93 703 615 
Mining & Metallurgy........ 27 $55 160 200 oe ee *51 *44 3038 298 
Modern Machine Shop Hotel World-Review (w) 

(eer 303 307 1,825 1,939 SPURIIO 645.655 40-64.<%040%06 *£39 *T47 258 249 
Modern Packaging .......... “146 *144 905 928 | Industrial Marketing ....... 117 110 585 697 
DEGGGIT PIBBUCE cocecccsccce *186 *186 1,103 1,107 Journal of the American 
Modern Railroads ........... 57 13 160 34 Medieal Association ...... *314 *$339 2,039 1,947 
National Butter and Cheese RAE AO 66 5.0.065-0.04 0605 *86 *76 508 512 

PE. 6540-6 54 645.0 6040.54.0 65 69 386 358 Medical Economics (414x6%) 98 122 650 7173 
National Petroleum News (w) +792 77106 565 633 Modern Beauty Shop........ 93 113 615 618 
National Provisioner (w).... 140 7163 952 894 Modern Medicine (semi-mo) 

National Safety News....... 65 69 435 494 i), 3 reser 141 147 917 951 

Oil & Gas Journal (w)...... *439 *1536 2,926 3,080 Modern ‘Theatre .....ccsccee 34 25 196 172 

BE > eee *§ 5499 *§280 1,744 1,678 Nation’s Schools ............ 73 6€ 406 436 

Organic Finishing .......... 16 18 85 83 Oral Hygiene (4 5/16x7 3/16) 142 151 878 860 

Packaging Parade (9%x12).. 51 48 275 288 Restaurant Management .... 80 72 515 452 

Paper Industry & Paper Scholastic Coach ............ 37 32 222 199 
|) rere 95 88 525 558 School Executive—School 

Paper Mill News (w)........ $167 *$120 803 767 Equipment News ......... 43 49 331 341 

Paper Trade Journal (w).... *£175 *§222 1,226 1,214 School Management 

Petreleum Engineer ......... 132 154 907 1,037 oo 2 er es 132 23 152 195 

Petroleum Refiner .......... 168 196 1,135 1,098 — 

Petroleum World ........... 47 49 281 376 ery Lee eee eee 2,275 2,305 18,985 14,104 

Ee SP err ree ri “107 *105 815 769 Export Group 

ORS re eee 229 265 1,299 1,493 American ‘Anhoainthe (over- 

Power Plant Engineering. . 118 131 692 786 GOOG GUUON) 6s sicsc cesses 52 43 465 $72 

Practical Builder (10%4x15) . 33 29 225 191 American Exporter. (two edi- 

PHIMEING 2022s cscseccscsacece 62 58 382 370 ES Rare 402 387 2,867 2,782 

Product Engineering ........ “269 *303 1,650 1,960 | Automovil Americano ...... 71 67 517 511 

Production Engineering and COMUNOS Y CANES. 6650866005. 27 27 163 158 

Management .............. 83 101 502 664 | Farmaceutico ............... 62 60 454 413 
Products Finishing (442x6%) 105 78 5138 421 | Hacienda (two editions)..... 130 108 784 714 
Progressive Architecture .... 92 94 548 541 OO —E Se a arr 17 15 108 91 
i! rer rrr 243 247 1,483 1,598 Ingenieria Internacional Con- 

Quick Frozen Foods and the CE Steen aeescs esas’ 90 81 469 486 
ee er 94 95 613 573 Ingenieria Internacional In- 

Railway Age (w)............ §$£546 $278 2,056 1,871 I 5 aie 495046 55.05 440% 118 114 674 730 

Railway Engineering and Oficina Mecanica Moderna 

Pee 58 68 365 415 SNEED 6044.6.466,04040% 108 123 217 249 
Railway Mechanical Engineer 155 165 751 897 | Petroleo Interamericano ..... 54 $111 402 484 
Railway Purchases & Stores. 129 126 684 787 Revista Aerea Latinoameri- 
Railway Signaling .......... 28 85 166 201 G Sidanreisakeecesenses *18 *25 159 158 
Roads & Streets. .........6.. 78 8 493 526 Revista Industrial .......... 111 122 656 759 
Rock Producer .........,5... “121 = *§124 756 684 | Revista Rotaria ..°.......... 11 12 60 79 
Sewage Works Engineering. . 21 27 121 151 Spanish Oral Hygiene 
ae rr 151 43 227 213 CU; \é 7%) ee 48 50 308 297 
Southern Power & Industry... —_ 83 96 355 408 Taller Mecanico Moderne 
Steel (W) ..ccccessessescees *T $487 *474 2,798 3,181 | ara 108 123 217 249 
aaa 12 15 69 112 | Textiles Panamericanos ..... 63 47 349 290 
Telephone Engineer ......... 52 bal 323 313 
pO SE ae {108 *t114 636 639 Te ee 1,482 1,515 8,924 8,817 
Textile Industries ........... 153 6146 883 921 —_— 
Textile World ........... 216 196 1,279 1,223 *Includes classified advertising. §Includes special issue. 1Esti- 
TROOTIBOR 5 ccc cccscccs, sees *107 *95 6h2 589 mated. ||Last issue estimated. {Last two issues estimated. 
Tool & Die Journal (5x7%).. 115 130 708 844 £Last three issues estimated. 2Three issues. tFive issues. 5Six 
TOOL EM@in©G? ...0.ccccceees 84 99 531 677 issues. {Combination issue (May-June, 1947). Published bi- 
Traffic World (w)........... 109 121 701 685 monthly in 1946. t{Not including Petroleum Processing, now 
Water & Sewage Works..... 55 74 329 461 published separately. “With January, 1947, issue, Cotton became 
Water Works Engineering Textile Industries. “Based on 413/16x7 5/16 inch type page. 

errr rrr rrr Ty 57 60 368 376 Standard 7x10 page starting January, 1947. 

’ . . ’ . . . . 

Cuts ‘Air Trails’ Size Pullman Elects Harding Elects Niven President 


Street & Smith Publications, 
New York, will reduce the over- 
all size of Air Trails from 
1034x13% inches to 81%x11%4 
inches, effective with the October 
issue. 


| Chicago. 


Carrol Rede Harding, assistant 


since 1929, has been elected presi- |Company, 
dent of the Pullman Company,|T. H. McWilliam, who has been 


Canadian 


G. M. Niven has been elected 
to the president of the Southern | president and general manager of 
Pacific Company, San Francisco, | the 


Fairbanks-Morse 


Montreal, 


succeeding 


|made chairman of the board. 


| 
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SPONSORS of DISTINCTION | 


Advertising Age, July 14, 1947 


Business Papers 
Show 1.6% Loss 
tor Six Months 


CuIcaco—With only trade pub- 
lications showing much gain the 
first six months this year and in- 
dustrial publications showing 
losses, business paper advertising 
volume the first half of 1947 fell 
behind the same period of ’46 by 
1.6%. 

June issues showed a gain of 
0.4%, thanks to a 4% gain by the 
45 trade publications. Small 
losses for the month, compared 
with June °46, were registered by 
131 in the industrial group, 25 
in the class group and 17 in the 
export group. 

The 218 business papers covered 
in Industrial Marketing’s com- 
pilation reported a total of 161,- 
344 pages of advertising for the 
first six months this year, com- 
pared with 163,942 last year. 

Industrial publications carried 
100,800 pages, 5.6% fewer than 
the 106,774 in the corresponding 
period of 1946. The trade group 
carried 37,635 pages, 9.9% more 
than the 34,247 of 1946. The class 
group ran 13,985, 0.9% fewer than 
the 1946 six-month figure of 
14,104, and the export group ran 
8,924, up 1.2% over the 8,817 of 
last year. 

A year ago IM reported that 
172 publications in the four groups 
had registered a 1.9% gain over 
the first half of 1945 (AA, July 
8, °46). | 

In June the industrial group 
carried 17,606 pages, against 17,668 
in June last year. The 45 trade 
publications carried 5,676 pages, 
up from 5,456 in June a year ago. 
The class publications ran 2,275 
pages, down 1.3% from 2,305 
pages a year ago, and the export 
group reported 1,482 pages for 
the month, 2.2% fewer than the 
1,515 a year ago. 


Sterchi Names Kennett 


D. P. Kennett, formerly in an 
executive post with Montgomery 
Ward & Co., Chicago, has been 
appointed director of advertising 
and sales promotion of Sterchi 
Brothers Stores, Knoxville, Tenn. 


Joins Magazine Staff 


Jack R. Holmes, formerly with 
West-Marquis, Inc., has joined the 
Los Angeles advertising staff of 
Motor Transportation. 
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“Say, I hear you’re raking in the 
eash these days, how come?” 
“Oh, I just use that Melisse Ady. 


Idea Service—it’s wonderful!” | 
Melisse Service consists of adv., sales | 
promotion, merchandising, ideas and | 
plans; 
cartoons, 
product and package design, fashion | 
design, 


adv. copy, slogans, 


: humor, 
continuity, 


illustrations; | 
styling, 


manikin, display, 


ete., all with that dignified Melisse 
touch and selling sales power. 


For the 


services of this GREAT 


talent Write or Phone Melisse at 


| 
MELISSE ADV. IDEA SERVICE | 
50 E.. coun Sh B.S. SE N.Y. 

Phone Plaza 3-9048 | 


GN&G Names McQuigg 
Detroit Office Manager 


Geyer, Newell & Ganger has 
moved John L. McQuigg, vice- 
president, to Detroit as manager 
there. Mr. McQuigg, a former 
manager of the Detroit office, has 
been in the agency’s New York 
office since his discharge from the 
Army. He will continue as agency 
group director supervising the 
Nash, Kelvinator and Leonard 
refrigerator accounts. 


Boyle-Midway Develops 
Silver Cleaner 


Boyle-Midway, New York, has 
developed Old English silver 
cleaner — an _ electrolytic type 
cleaner requiring no rubbing or 
wiping, “only a dip and a rinse.” 
The package contains six envel- 


opes, each with an attached sheet 
of aluminum foil. It will retail at 
49 cents per package. 

Initial promotion effort will be 
concentrated on display material 
and increasing distribution. Plans 
call for market-by-market cam- 
paigns in newspapers and radio. 
The “dip and rinse” theme will be 
used with variations. W. Earl 
Bothwell, Inc., Pittsburgh, is the 
agency. 


Perma-Nail to Rouse 


Perma-Nail Company, Burbank, 
Cal., manufacturer of Perma-Nail 
polish base coat, has named A. 
James Rouse Company, Los An- 
geles, to handle its advertising. 
An initial newspaper campaign 
has been released to southern 
California papers, to be followed 
by insertions in major cities across 
the country. 


OFFICES tN PITTSBURGH AND WNEW YORK. 


THE REUBEN H. DONNELLEY CORPORATION 


350 EAST 22nd STREET 
CHICAGO 16, ILLINOIS 


Ls our conta Fas lo VOU Z 


Of course, your contest must be fair to the public... but it is vital 
that it also be fair to YOU! 


Your contest should be planned so that there will be no bad public 
relations “hangovers.” It should be merchandised to be most 
productive in stimulating dealer interest, winning new users for your 
product ...and achieving your other specific objectives. 


Conferring with Donnelley at the very beginning of your contest 
thinking is the first step to a successful contest promotion. 
Donnelley Contest Service includes .. . 


... determining with your agency the contest plan and 
promotion, writing the rules, and attending to 
the numerous details involved; 


... guaranteeing competent, impartial consideration in 
judging the entries; 


... assuming legal and financial responsibility for all 
handling operations. 


Donnelley’s merchandising experience is an integral part of our service, 
but there is no charge except for the actual handling of your entries. 


305 EAST 45th STREET 
NEW YORK 17, WN. Y. 


7127 VENICE BOULEVARD 
LOS ANGELES 15, CALIF. 
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More Customers For You in the Largest Evening 
Audience Ever Offered to a New York Advertiser 


It takes volume to get volume! As consumers become more selective, more 
brand conscious in their purchases, merchants and manufacturers must 
reach more consumers with their advertising. 


Mounting demand for the Journal-American has built its circulation to an 
all-time high. No special promotions. Just plain day-by-day demand has 


resulted in the largest evening family newspaper audience ever offered to 
a New York advertiser. : 


Every evening more than 700,000 New Yorkers take the Journal-American 
home, to every corner of this sales-abundant market. Such unmatched 
preference for one newspaper cannot be overlooked. This new, increased 
Journal-American leadership makes obsolete all previous yardsticks you may 
have used in placing advertising in New York. 


People make families. Families make sales. And when one home-going New 
York newspaper reaches more family buying units than the second and third 
evening papers combined, that is the paper to look to for advertising and sales 
success in the world’s top market. 


— a ii ee 
= TAN AMERICAN FLPAPER }{ FOR dll |\\\SSSS=LTHE JTAMERICAN JU PEOPLE 7 > 


NATIONALLY REPRESENTED BY HEARST ADVERTISING SERVICE 


MORE CUSTOMERS FOR YOU 


Six Months Circulation 
for period ended March 31, 1947 


* 
EVENING 


£05,156 


SUNDAY CITY AND SUBURBAN 


1,001,393 


SUNDAY TOTAL 


1,242,266 
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‘Liberty’ Control 
Denied by Odlum 


NEw YorK—Atlas Corporation | 
does not control Liberty, said | 
Floyd B. Odlum, Atlas president, | 
in replying to a statement in AA 
June 30. 

Atlas, he explains, “owns and 
holds 238,000 shares of Liberty 
stock, or approximately 36% of 
the total. It hasn’t held more than 
this percentage at any time since 
last December, when it sold 275,- 
000 shares, or approximately 43% 
of the total, to National Maga-. 
zines, Inc.” 

Since last February, Mr. Odlum | 
continued, Atlas “has not had any 
director on the board of Liberty | 
or any official connection with | 
that magazine, but has been. 
purely a minority stockholder.” | 
National Magazines, he said, now | 
holds the “largest single block of | 
stock outstanding.” 

“The purchase and sale of this | 
block of stock . . . was negotiated 


It's hot—but 
we're still 
listening to 
WOC first!" 


QUAD.CITIES 


ST. LOUIS 
* 


DAVENPORT, ROCK ISLAND 
MOLINE, EAST MOLINE 


Only WOC delivers satisfac- 
tory year-round NBC service 
to the Quad-Cities . . . the 
largest metropolitan area be- 
tween Chicago and Omaha, 
and between Minneapolis and 
St. Louis. Approximately 
218,000 people work and live 
here . . . make it the 40th re- 
tail market in the nation. 


5,000 Watts, 1420 Ke, 
Basic NBC Affiliate 


B. J. Palmer, President 
Bury! Lottridge, Manager 


WU 


_WOC-FM 
DAVENPORT, IOWA 


National Representatives: 
FREE & PETERS, Inc. 


by Mr. John Cuneo (of Cuneo 
Press, Chicago) and myself. Title 
was taken at time of closing by 
National Magazines, Inc.” 

Present directors of Liberty are 
Paul Hunter, publisher; Carl Sey- 
farth, president of National Maga- 
zines, and Homer Rockwell, Lib- 
erty executive who resigned re- 
cently. 


Joins Henri, Hurst 


George Roesler, formerly with 
the Chicago office of Taylor-Howe- 


Snowden, radio station represent- 
ative, has joined the radio de- 
partment of Henri, Hurst & Mc- 
Donald, Chicago, as time buyer, 
effective July 21. 


Meet in Shirt Sleeves 


The St. Louis Advertising Club 
is holding “shirt sleeve sessions,” 
to which members invite St. Louis 
business and professional men to 
join in the weekly sessions which 
spotlight some phase of advertis- 
ing of special interest to the en- 
tire business fraternity. These 


sessions, eight in all, started July 
8 and will be held every Tuesday 
through Aug. 26 at the Hotel 
Statler. 


Swanson Opens Firm 


Cal Swanson, formerly head of 
the public relations plans board 
of J, Walter Thompson Company, 
New York, has opened a public 
relations organization at 18 E. 
48th St., New York. Initial ac- 
count is a campaign for R. R. 
Trubey and his Profit Sharing 
Union. 


Advertising Age, July 14, 1947 
Joins Kling Studios 


Art Carlstone, formerly vice- 
president of Advance Lithograph- 
ing Company and president of 
Lawrence Lithographing Com- 
pany, has joined Kling Studios, 
Chicago, as an account executive. 


Names Abbott Kimball 


International Sportswear, Los 
Angeles, maker of women’s slacks 
and other sportswear, has placed 
its advertising with Abbott Kim- 
ball Company, Los Angeles. 
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» That one page ended 
my 21-year search* 


aye 
oy: 


Advertising Age, July 14, 1947 


P&G Shifts Drene: 


Goes to Compton 


NEw York—Procter & Gamble 
Company last week shifted the 


‘ advertising account of Drene 


shampoo from Kastor, Farrell, 
Chesley & Clifford to Compton 
Advertising. 

The account is generally esti- 
mated at between $2,500,000 and 
$3,000,000, and includes a radio 
show on NBC, currently aired 


Sundays at 10 p.m., EDT. tising Company, St. Louis. Curt 

Compton already has a sizable! Lohr, formerly with Joseph S. 
portion of the P&G account, and| Batt Advertising Company, has 
the addition of Drene narrows the Joined the agency as account ex- 
number of P&G agencies to six | ecutive, and Armand L. Metzger, 


the others being Benton & Bowles, Goa Maines ng a glo 
Biow Company, Dancer-Fitzger- | production manager. 


ald-Sample, H. W. Kastor & Sons ie ek, 
‘Elects Adams V.P. — 


and Pedlar & Ryan. 
tf | Ernest C. Adams, sales manager 
7 neha omny bionorg of the machine tool division of 
race L. Lyon, account ex- 


( Van Norman Company, Spring- 
ecutive, has been appointed gen- 


field, Mass., has been elected a 
eral manager of Huffman Adver- | vice-president ‘of the company. 


Names Mrs. Gibbs 


Mrs. Mavis M. Gibbs, formerly 
home economist for the South- 
eastern Chain Store Council, has 
been named homemaking editor | 
= Southern Planter, Richmond, | 

a. 


Appoints Wagar 

Arch C. Wagar has been ap- 
pointed publicity director of the 
Easy Washing Machine Corpora- 
tion, Syracuse, N. Y. He will edit 
a monthly house organ. 


Production troubles? Sure, farmers have them, 
too. I set crop standards on my place, but for 
21 straight years I missed my goal for corn. 
Then Capper’s Farmer put me over the hump. 
Now I’ve got more confidence in that magazine 
than ever! Here’s why! 

I tried everything I knew to grow 100 bushels 


of corn per acre—for instance, rotation, phos-. 


phate, limestone, and hybrid corn. I raised pro- 


duction from 37 bushels into the 60’s—and even | 


higher. But there I stuck. 

Then I found it—an article in Capper’s Farmer 
about a méthod to get “hundred-bushel” corn. 
Other farmers were using it,and Capper’s Farmer 
said it was good. That was enough for me! I got 


The Magazine Farm People 


Believe in... 


TOPEKA, KANSAS 


the leaflet on the method and went to work. 
There were two big changes I had to make— 
closer spacing and reduced cultivation. That did 
the trick! Now I’m a “hundred-bushel grower” 
every year. 
That’s why I say that Capper’s Farmer is the 
magazine a farmer can really count on! 


*Based on an actual history from Capper’s Farmer files, 


Capper’s Farmer is the magazine 1,300,000 top farm 
families in Mid-America rely on for practical, profit- 
able help. No wonder it’s such a vital influence in 
their lives . . . and no wonder ads in Capper’s Farmer 
have such selling power. They're received with the 
same confidence as Capper’s Farmer itself. 


| 


Akrons 


BABY INDUSTRIES 


May Become 


TOMORROW'S GIANTS 


New industries start from 
new ideas, and ideas usually 
come from the fertile mind 
of a creative or imaginative 
person. 


It was 18 months ago that 
Dietrich Rempel got the 
happy thought that he could 
mold a rubber toy without 
piping steam under pressure 
into molds, that is the com- 
mon practice in curing many 
rubber products. He then 
set out to devise a process 
and machines to do the job. 
By last June he proved he 
was right. His experiments 
were successful and that set 
the stage for one of Akron's 
new and thriving litHe busi- 
nesses . . . the Rempel Man- 
ufacturing, Inc. 


Today this new Company is 
turning out toys at the rate 
of 6,000 a day and they feel 
they have only scratched the 
surface in the field of rubber 
molded goods. 


It is small, new plants like 
Rempel Manufacturing that 
is making Akron a healthier, 
more diversified Market and 
a richer retail trading area. 


JOHN S. KNIGHT 
PUBLISHER 


Represented by: 
STORY, BROOKS & FINLEY 
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Presents 
an entirely new type of 
magazine audience... | 
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OST of the important 
men in America are sportsmen 
and more of them read SPORTS 
AFIELD than any other sports- 
men’s magazine. 

Bonded together in the rare 
and intimate fellowship of com- 
mon interest, SPORTS AFIELD’s 
readers represent the most 
responsive audience of men 
available today. 


Copr. 1947, SPORTS AFIELD PUBLISHING CO., Minneapolis, Minn. 
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FTC Commissioner Ayres 
Criticized; He’s 80 Years Old 

WASHINGTON—An unsigned let- 
ter to a local newspaper criticizes 
President Truman for reappoint- 
ing an 80-year old man to the 
| ys}, OF 

But staff personnel say age has 
been no handicap to FTC Com- 
missioner William Ayres, whose 
surprise renomination is before 
Congress. 

Faithful to his job, Commis- 


By STANLEY E. COHEN, Washington Editor. 


sioner Ayres keeps his docket up 
to date. His health is good. A re- 
cent Ayres reply to energetic FTC 
newcomer Lowell Mason in the 
Manhattan Brewing Case was 
sharp, clear and effective. 

His reappointment undoubtedly 
disappoints those who believed 
that President Truman wants FTC 
to be less legalistic and more 
helpful to business. Yet, the Pres- 
ident must have known this even 
as he preferred Ayres over 


+ing 80 years, 


younger men who were more 
eager to cooperate in “reorient- 
ing” the commission. 

Policy implications aside, the 
Ayres reappointment will have 
strong support on the Hill. Dur- 
Mr. Ayres made 
/many friends. His popularity is 
/indicated by his repeated election 
during the ’20s and early ’30s as 
the sole Democratic congressman 
from Kansas, an achievement no 
other Democrat approached even 
in New Deal’s heyday. 


Anti co-op forces have been 
assured a minimum of 12 hours 
during the week of July 21 to 


“argue 
'House ways and means committee 
that co-ops have an unfair price 
| advantage under existing tax laws. 


before the _ tax-levying 


Committee Chairman Harold Knut- 
son (R., Minn.) promises a full dis- 
cussion of the controversial tax 
status of co-ops and other “non- 
profit” institutions. He wants jus- 
tice—and revenue. Last year, the 
House small business committee, 
under Wright Patman (D., Tex.) 
split on a report whitewashing the 
co-ops. 
% * ** 


Half a dozen professional groups 
are to meet here in September for 
the first World Statistical Con- 
gress in more than a decade. With 
the United States as host, and 
UN a sponsor, the 500 experts 
from 50 nations will discuss pro- 
fessional matters, such as the la- 
test techniques in sampling. Meet- 
ings of the statisticians are ex- 
pected to lead to more readily 


During the week May 12 through 17, 1947, a total of 
28,316 classified advertisements were placed in the four 
Washington daily newspapers. Of these... 15,298 appeared 
in The Evening Star—meore than the combined total of the 
3 ether daily papers and more than twice as many as the 
second paper. 


The Sunday picture is even more convincing. On Sunday, 
May 18, 1947... of a total of 9,984 classified ads, 6,722 
(67.3%) appeared in The Sunday Star and the balance in the 
two other Sunday newspapers. 


Experience is the best teacher. And experienced classified 
advertisers prefer The Star—for it pulls. It pulls together the 
people to serve their wants. 


The Classified Advertising Section of The Star, both daily 
and Sunday, is Washington's great shopping center. 


ASHINGTON 4, 0. 


he Evening Star 


WITH SUNDAY MORNING EDITIO 


gta 
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Advertising Age, July 14, 1947 


comparable world figures on em- 
ployment, income, cost of living, 
production and population. 

* * * 

Oil industry spokesmen here in- 
sist that developing shortages in 
the Midwest are traceable largely 
to transportation rather than. re- 
fining difficulties. Congressional 
hearings during the past two 
weeks developed generally into a 
sounding board for industry 
grievances against labor and steel 
producers. Oil people claim that 
without strikes, and with steel for 
pipelines and tank cars, the oil 
supply-demand gap can be closed 
in three months. 

%* * * 

Herb Nelson, chief spokesman 
for the National Association of 
Real Estate Boards, likes the new 
rent bill. As to the President’s 
tirade against the “real estate 
lobby”—of which Nelson is Mr. 
Big—Herb is offended. “The na- 
tion will survive this message,” 
he tells his membership. ‘Realtors 
will continue to serve their coun- 
try. We helped work out wartime 
rent control. Only when this war- 
time measure was, in peacetime, 
turned against the property owner 
as a weapon to foment class ha- 
tred and to enforce a private sub- 
sidy to capture votes did we rebel 
and petition Congress for relief.” 

* * * 

FCC issued a statement describ- 
ing the function of its 22 monitor- 
ing stations. According to the 
| Se INE, these stations are in- 
|terested solely in checking the 
| technical operation of stations, and 
tracking down unlicensed trans- 
mitters. FCC reminds the public 
that itf@does not supervise day-to- 
day radio station programming, 
and that it does not pass on indi- 
vidual programs or require filing 
of radio scripts. 

* 


* * 


Congress has authorized a new 
Assistant Secretary of Commerce 
to supervise the Bureau of For- 
eign and Domestic Commerce — 
the part of the department pro- 
viding aid and information to 
economists, business men and for- 
eign traders. This action assures 
more effective supervision of the 
bureau, a small, complex outfit 
which has at its command most of 
the basic facts about the nation’s 
economic health. Previously it had 
operated under the vague direc- 
tion of the Under Secretary, who 
was also responsible for such mat- 
ters as the Weather Bureau, Pat- 
ent Office, Geodetic Survey, Bu- 
reau of Standards and Census 
Bureau. 


Minneapolis Papers Up 
Moffett and Donahue 


John W. Moffett, assistant to 
John Cowles, publisher of the 
Minneapolis Star and Tribune, 


J. W. Moffett 


D. J. Donahue 


has been appointed advertising di- 
rector of the papers. Daniel J. 
Donahue has been promoted from 
assistant manager of the adver- 
tising department to national ad- 
vertising manager, succeeding 
Fred W. Clifford Jr., who has re- 
signed. 


OAI Transfers Burton 


Outdoor Advertising, Inc., New 
York, has transferred J. J. Burton 
from Chicago to take charge of 
the Seattle office. Mr. Burton 
joined the company’s Chicago 
office in 1937, was on leave of ab- 
sence to the Army during the war, 
and since has worked with na- 
tional advertisers and agencies in 
| several midwestern cities. 
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COMPELLING REALISM 
The BALL BLUE BOOK: Sixty 


pages of sparkling design, con- 


vincing realism and true 4-color 
lithography—all by FORBES... An 
inspiration and an effective aid 
to every housewife. Let us create, 
design and produce booklets and 
other advertising and display 
material for you that will com- 
mand attention, and develop far Ch 


greater sales for your product. wot 


NEW YORK CLEVELAND CHICAGO ROCHESTER 
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Presidents Rate 
with Audiences, 
But Are Costly 


New York—An address by the 
President of the United States is 
one of the surest ways of getting 
a sizable portion of the American 
public to stay home and listen to 
the radio. 

Franklin D. Roosevelt, the first 
American President to go over- 
board for broadcasting as a means 
of reaching the voters, set the 
all-time Hooper high (79) with 
his war message on Dec. 9, 1941. 

President Truman has followed 
his predecessor’s lead in making 
extensive use of radio facilities 
when he wants to speak man-to- 
man with the people. 

Of late his broadcasts have been 
increasingly frequent. All the ma- 
jor networks set aside one hour 
and 15 minutes for the President 
—the Taft-Hartley Bill veto mes- 
sage, his address before the Asso- 
ciation for the Advancement of 
Colored People, and his Indepen- 
dence Day speech — within the 
last three weeks. 


Costs Mount Up 


Quite understandably, Mr. Tru- 
man’s best Hooper showing (53.6) 
was on April 17, 1945, when he 
addressed the nation after taking 
over the Presidency following 
President Roosevelt’s death. The 
rating for his labor bill veto mes- 
sage was 30. : 

For the privilege of presenting 
the chief executive, the networks 
pay a pretty price in terms of time 
revenue which must be refunded | 
to sponsors whose programs are 
cancelled to make room for the 
special broadcasts. 

Commercial programs cancelled 
by NBC, CBS and ABC during the 
past 26 months, to make room for 
speeches by President Truman, re- 
sulted in an approximate gross 
time loss of $750,000. No estimates 
were made available by Mutual. 
The figure for a corresponding pe- 
riod for President Roosevelt — 
January 1943 until his death in 
April 1945 — is approximately | 
$700,000. 


How Time Went 


Taking the same comparative 
periods, President Truman has 
talked over the air a few more 
minutes than President Roosevelt, 
who was on the air 12 hours and | 
22 minutes during his last 26 | 
months in office, according to fig- | 
ures from the NBC research de- | 
partment. | 

To make room for these special | 
programs, the networks lost com-_ 
mercial time totaling 12 hours | 
and 19 minutes for Roosevelt and | 
15 hours for Truman for NBC; 14. 
hours and 18 minutes, and 14) 
hours and 51 minutes for CBS; 
six hours and 33 minutes for ABC. 

If the President is speaking on. 
a highly controversial issue and | 
if the Republican party — as 
Chairman B. Carroll Reece 
sometimes does — requests net- 
work time to air the opposition’s 
views, ABC and NBC policy is’ 
to say yes. 


Acquire Two Newspapers 

Roy H. Thomson and Jack K.| 
Cooke have acquired the News, | 
Chatham, Ont., and Mercury, | 
Guelph, Ont., of which E. C. | 
Young is publisher. These news- 
papers will be associated with the | 
Thomson Dailies group, which in- 
cludes six other Ontario news- | 
papers. Mr. Young will continue | 
as publisher under the new own- 
ership. There will be no changes 
in personnel of either paper. 


Flavor Service Moves 


Flavor Service, division of the | 
Ramson Corporation, has moved 
its offices to a new plant at 823 W. 
Blackhawk St., Chicago, where 
complete packaged bake mixes 
will be manufactured for Hom-art 
Foods. 


Ford and Five Others 
Join Ad Federation 


The Advertising Federation of 
America has elected the follow- 
ing to membership in the federa- 
tion: Ford Motor Company, Dear- 
born, Mich.; Wesley Aves & As- 
sociates, Grand Rapids, Mich.; 
Bob Pendergast Advertising, .Inc., 
St. Paul; Navy, Inc., Norfolk, Va.; 
Taylor Ward, Inc., Ithaca, N. Y., 
and N. A. Winter Advertising 
Agency, Des Moines. 

In joining AFA, Ford gave evi- 
dence of becoming more sociable 
in the business community. Long 
a determined isolationist as far as 
business organizations went, Ford 
now belongs to AFA and the As- 
sociation of National Advertisers 
(where its advertising director, 
Ben Donaldson, heads the maga- 
zine committee). It is still a hold- 


Manufacturers Association and 
the National Association of Manu- 
facturers are concerned. 


Increases Ad Budget 


F & V Mfg. Company, East 
Providence, R. I., Flex-Let ex- 
pansion watch bracelets, has in- 
creased its advertising budget, 
with the use of more space in 
consumer magazines, plus Sunday 
supplements 
newspapers. Color ads will ap- 
pear in trade publications and 
dealers will be provided with 
newspaper mats. 


Launches Fastener Drive 


Flash Fasteners of Canada, To- 
ronto, has started a campaign in 
Canada in women’s magazines. 
The agency is R. C. Smith & Son, 


out as far as the Automobile | Toronto. 


in 24 metropolitan. 


FOR 11 YEARS WBNS HAS 
PULLED A HUGE AUDIENCE 
FOR ATLANTIC REFINING 
SPORTS BROADCASTS 


ASK JOHN BLAIR 
In Columbus, Ohio, It's 


COVERS 
CENTRAL OHIO 


RECIPIENT OF 1946 AYER RADIO AWARD 
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Turtles Should Keep Off the Highway 


HEN Aesop told of the turtle who won the race against the 
hare, there were neither motor trucks nor concrete highways. 
Today the turtle sticks to the side of the road and watches 
the purring parade of highway carriers roll by. The “slow thinkers” 
had better join the turtle, for in this post-war era the hares of modern 


distribution are not stopping to take a nap. Nor has Distribution Age. 


For practically 30 years Distribution Age has been laying the broad 
highway for more economical distribution. The August issue stresses 
Highway Transportation as an integral part of the complete cycle. Each 
month Distribution Age presents thought-provoking articles on each of e 
the eight basic phases of integrated distribution, submitting news of 
importance and reporting the findings of research that will aid in 
reducing overall distributive cost. It is this analytical editorial that is 
influencing our 38,995* purchasing-executive readership. It is their 
reader-interest that brings results to advertisers in Distribution Age. 


‘Detailed circulation breakdown and rates upon request. 


*Latest survey indicates average of 2.73 readers per copy 


HIGHLIGHTS FROM 
THE AUGUST ISSUE OF 


ri 


DEVELOPMENTS AND TRENDS IN 
HIGHWAY TRANSPORTATION 

Staff correspondents and transportation 
authorities in industry discuss current de- 
velopments and trends in highway trans- 
portation and the need for more efficient 
coordination with other distributive 
agencies . . . Economical transportation 
involves more than rates and delivery 
schedules since costs are affected by 
handling methods, by packing and pack- 
aging, by warehousing and by other acti- 
vities in the flow of goods. DA for August 
will feature many practical and suggestive 
articles on the subject. 


WHAT |S DISTRIBUTION COST... Fred 
Merish, special correspondent, questions 
the validity of applying to the ramifying 
problems of distribution the standard 
which has made production so efficient... 
productivity per man hour. This is a pro- 
vocative article, 
e 

WHOSE HIGHWAYS ARE THEY? ... 
Harry S. Elkins, Interstate Commerce At- 
torney, will discuss efforts now being made 
to obtain a ruling from the Interstate 
Commerce Commission which will have 
the effect of driving from our highways 
shippers who are really engaged in trans- 
portation for hire according to the pro- 
posed definition. 


DISTRIBUTION AGE 


THE MAGAZINE THAT. 
100 EAST 42nd STREET ¢ 


INTEGRAT 


HASES O 


ES A DISTRIBUTIO 


NEW YORK 17, N. Y 


REPRESENTATIVES IN LOS ANGELES, CAL. 
CHICAGO, ILL. 


* PHILADELPHIA, PA. 


* SAN FRANCISCO, CAL. 
* CLEVELANC, O. 
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... the Chicago Daily Tribune's 

one million blanket circulation produced 
a one-day sales volume in excess 

of one million dollars!” 


Ros: IN 
we STREET Joel Goldblatt, 
o18 PRESIDENT 


Louis Goldblatt, 


EXECUTIVE VICE PRESIDENT 
GOLDBLATT BROS. INC. 
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GOLDBLATT’S 12-PAGE SECTION 

IN CHICAGO’S ALL-INCOME MEDIUM 
SETS AN ALL-TIME RECORD FOR A 
SINGLE DAY’S SALES VOLUME 


OLDBLATT BROS. INC. operate Chicagoland department 
G stores doing a volume .of more than $85,000,000 
annually. From State street in the heart of Chicago, these 
stores fan out 45 miles into the suburbs. 


For their annual Star Sale of the Year, the stores’ 


executives assembled large, inviting stocks designed to 
appeal to today’s value-minded shoppers. 


LAUNCHED IN THE DAILY TRIBUNE 

Then, to launch this big promotion, they pictured and de- 
scribed their collection of values in a special 12-page ad- 
vertising section in the Chicago Daily Tribune of May 30. 

The letter and the photos tell what happened—every 
store jammed with buyers all day Saturday, sales of more 
than a million dollars for the organization’s largest one- 
day volume in history. 


This case history makes plain what one Chicago organ- 
ization is doing to meet and beat the much talked about 
‘buyers’ market.”’ What happened in all their stores makes 
clear that aggressive merchandising built around a medium 


noted for its ability to get full-market, all-income re- 


sponse, gets maximum results. 


THE SALES POWER YOU NEED AND WANT 
Goldblatt’s selected the Tribune to launch this important 
event on the basis of years of experience. In rolling up a 
new all-time high, these stores demonstrated that Tribune 
circulation and responsiveness have kept pace with the ex- 
panded opportunities in the Chicago market. 

To get more of what you want in Chicago in the days 
ahead, build your advertising program around the 
Tribune. Rates per line per 100,000 circulation are among 


America’s lowest. 


Chicago Tribune 


THE WORLD'S GREATEST NEWSPAPER 
MAY AVERAGE NET PAID TOTAL CIRCULATION: DAILY, OVER 1,035,000—SUNDAY, OVER 1,500,000 


Chicago Tribune representatives: A .W. DREIER, 810 Tribune Tower, Chicago 11 
E. P. STRUHSACKER, 220 E. 42nd St., New York City 17 
FITZPATRICK & CHAMBERLIN, 155 Montgomery St., San Francisco 4 
W. E. BATES, Penobscot Bidg., Detroit 26 
Member, American Newspaper Advertising Network, Inc. 

First 3 Markets Group, and Metropolitan Sunday Newspapers, Inc. 


Les 


a 


«all day long on Saturday... 


No advertiser, no group of advertisers, ever has 
pushed to the limit the huge buying power repre- 
sented by Tribune circulation. Shown here is the 
Chicago and suburban market in which Goldblatt 
Bros. department stores are located. 
Only the Tribune delivers the equivalent of ma- 
jority coverage of all the families in this 
territory. On week-days in Chicago and 
suburbs the Tribune delivers from 350,000 
to 570,000 more copies than other Chicago 
daily newspapers. On Sundays, it is from 
450,000 to 745,000 more than other 
Chicago Sunday newspapers. In 
every neighborhood and 
suburb of Chicago, the 
Tribune is the news- 
paper bought, read 
and bought from as is 
no other. 
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TVETEAL OF THE NATION 


The U.S. Government chooses South: Bend, Indiana 
for important tests and studies—because “Test Town, 
U.S.A.” is a true cross-section of America’s indus- 
trial-agricultural structure. Test campaigns produce 
typical reactions in this typical market. It is covered 
to saturation by one newspaper—and only one. 


Write for free market data book, “Test Town, U.S.A.” 
Che 
Soulh end 
— Cribune 


STORY, BROOKS & FINLEY, INC. - NATIONAL REPRESENTATIVES 


ALL 
BUSINESS 
IS LOCAL 
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Canadian Broadcasting 
Names Dilworth, Beaudet 


Ira Dilworth has been appointed 
general supervisor of the Cana- 
dian Broadcasting Corporation’s 
International Service, with head- 
quarters in Montreal, and Jean- 
Marie Beaudet has been named 
CBC regional representative in 
British Columbia. The appoint- 
ments are for two years, after 
which Mr. Dilworth and Mr. 
Beaudet will probably resume 
their present duties as B. C. re- 
gional representative and director 
of the French network, respec- 
tively. 

Arthur L. Phelps, formerly gen- 
eral supervisor of the CBC Inter- 
national Service, has joined the 
= of McGill University, Mon- 
treal. 


‘WFAA Honors 25th Year 


Station WFAA, Dallas, owned by 
| the Dallas Morning News, cele- 
brated its 25th anniversary June 
| 26. Special programs on the air 
and a silver anniversary banquet 
|/commemorated the founding of 
| the station. 


min CONSTRUCTION—"™ 
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Double size ‘‘Streamliner’ with two fluorescent lamps. 
Sturdy metal unit, baked enamel finish, chrome trim. | 


* 
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PUT YOUR PRODUCT 
‘IN THE SPOTLIGHT WITH 
OHIO ADVERTISING DISPLAYS 


An unusual display, with patented glowing frame 
molded of plastic with imbedded neon tube. 


COMING SOON... | 
Multi-Color MOVING LITE 


ADVERTISING DISPLAY COMPANY — 


‘OHI 


No motor, no gears, no moving parts. 
The sign that will revolutionize 
» the electric display industry. 
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Advertising Age, July 14, 1947 


Tie Foundation 
Plans New Plea: 
‘Be My Valen-Tie’ 


PHILADELPHIA — Valentine’s Day 
is going to share honors with 
Father’s Day—and maybe even 
outshine it—in neckwear sales, 
if the Men’s Tie Foundation has 
anything to say about it. 

Tie manufacturers, says the 
foundation’s offices here, are go- 
ing to unite in a major advertis- 
ing and public relations effort, 
beginning this fall, to make Val- 
entine’s Day the _ year’s big 
tie-giving occasion. Up to now, 
the tie makers recall, candy man- 
ufacturers have done most of the 
Valentine’s Day promotion, and 
only the boy friend is expected 
to make a gift to the gal of his 
choice. Mutual gift-giving is the 
foundation’s idea. 

September and October issues 
of trade publications will start off 
the industry story, while January 
and February consumer publica- 
tions will tell the public all about 
the plan. Foundation members 
have agreed to concentrate their 
ads in a list of recommended pub- 
lications soon to be announced. 

Retailer point-of-sale pieces, 
window displays, newspaper mats 
and other consumer material for 
stores will bring the story to the 
local level. The national promo- 
tion will be launched with a “Tes- 
timonial to a Tie” dinner sched- 
uled for the Waldorf-Astoria 
Hotel, New York, Oct. 1. 

Fancy box manufacturers are 
readying a special line of gift 
boxes, and greeting card makers 
plan appropriate card enclosures. 
There’ll be such romantic touches 
as “Be My Valen-Tie,” “Be My 
Bow,” “Tie in with Me,” “The 
Love Ties,” “Tie the Knot,” etc. 


First 3 Markets Group 
Elects McKittrick 


The First 3 Markets Group, 
Inc., has elected C. E. McKittrick, 
assistant advertising manager of 
the Chicago Tribune, president. 
Formerly general manager of the 
group, Mr. McKittrick succeeds 


|H. A. Stretch, formerly advertis- 


ing manager of the Philadelphia 
Inquirer and now publisher of 
the Courier-Post, Camden, N. J. 
Warner Moore, advertising man- 
ager of the Philadelphia Inquirer, 
has been named a director of the 
group. 


Prepares Directory 


Radio Press Service, 425 Fifth 
Ave., New York, is preparing a 
directory of New York’s radio 
and television artists, which will 
list outstanding persons in all 
phases of this field, classified ac- 
cording to specialty. The directory 
will be out this fall. 


Copley Appoints Wells 

Joseph B. Welis has been ap- 
pointed vice-president and direc- 
tor of the newly organized market 
development division of Copley 
Advertising, Boston. 


A New (imple Service 


owe ° P nter d 
: Pr 


319 W. 9th St. 
KANSAS CITY 6. MO, 
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TRY-OUT—Lambert Pharmacal Co., St. 

Louis, is testing this copy in Bristol, 

Tenn.-Va., and Muncie, Ind., for its 

new Polite deodorant vanishing cream. 

A large jar of the product is offered 

for 49 cents. Lambert & Feasley, New 
York, is the agency. 


Kreisler Jewelry 
Shifts Emphasis 
to Newspapers 


New York —Jacques Kreisler 
Mfg. Corporation, maker of men’s 
and women’s jewelry, will shift 
its major advertising emphasis 
from magazines to newspapers 
this fall. 

Traditionally a large magazine 
advertiser (1946 and early 1947 
space was concentrated in the four 
largest circulation books), Kreis- 
ler’s fall program calls for 1,000- 
line and 830-line advertisements 
every month in 100 newspapers 
in 100 major cities, beginning 
early in September. . 

In addition, some color will be 
used in The American Weekly 
and This Week at Christmas, and 
similar copy will run in half 
pages and pages in Life, begin- 
ning in September. Kreisler’s total 
appropriation for the fall months 
will be considerably larger than 
last year’s. 

Explaining the change in strat- 
egy, Tobias Stern, Kreisler’s ex- 
ecutive vice-president, said: “It’s 
no secret that the period of easy 
selling of expensive luxury mer- 
chandise in the jewelry field is 
over. 
aggressive retailers are turning 
to merchandising and promotion 
devices that build store traffic. 

“Since newspaper advertising 
is the retail jeweler’s primary me- 
dium for building his own store 
traffic, we think it logical to place 


Our studies indicate that| | 


~e = 


To reach Cincinnati’s 
active buyers, place your 
message in the Post. 
Read regularly by 57G of 
all Cincinnati families. 
Write now for market 
data. 

The 


incinnati 
Post 


CINCINNATI 2, OHIO / 


our own advertising this, fall in 
the same media.” 2 


Reinhold Names Burke 


Norman T. Burke, formerly 
catalog sales representative of 
Hitchcock Publishing Company, 
has been named a sales represen- 
tative of the catalog division of 
Reinhold Publishing Corporation, 
New York. He will make his 
headquarters in Chicago. 


Hart Joins Whiton 


Thomas G. Hart, formerly gen- 
eral sales manager of Terry Steam 
Turbine Company, Hartford, 
Conn., has joined Whiton Ma- 
chine Company, New London, 
Conn., as general sales manager 
in charge of sales of steam tur- 
bines, lathe chucks, centering ma- 
chines and gear cutters. 


Sears Catalog 
Is 10% Larger 


Cuicaco — Upsetting tradition, 
Sears, Roebuck & Co.’s fall-winter 
catalog leads off this year with a 
181-page section devoted exclu- 
sively to children’s wear.’ In ad- 
dition, the back ‘page is in part 
devoted to news that diapers are 
again offered. 

The Sears catalog contains 1,365 
pages, about 10% more than last 
year’s fall-winter book. Both re- 
ductions and increases in prices 
have been made since last spring. 
The back page is devoted chiefly 
to editorial copy pointing out that 
customers are protected by the 


logs are printed. 

Sears’ catalog again is being 
mailed to about 7,000,000 custom- 
ers. 


ABP Adds Two 


Export Trade & Shipper, pub- 
lished by Thomas Ashwell & Co., 
New York, and American Car- 
bonator & Bottler, published by 


Ne 


29 


quently, when ordering, by price | Loyless Publishing Company, At- 
reductions made after the cata-| lanta, have joined the Associated 


Business Papers. 


STOCK CUTS 


Complimentary 144-page 
Handbook of top illustra- 
tions to Printing and Adver- 
tising Executives. Write on 
business letterhead. 


STIVERS STUDIO 


113 New Montgomery St. 
San Francisco 5, California 


catalog from price increases but 


at the same time benefit fre-! 


Covering Catholic Schools, Churches, Convents, Rectories, Institutions 


CHURCH PROPERTY 


ADMINISTRATION 
Published bi-monthly at Milwaukee, Wis. 


nge 
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dvert 
in The 


“Two-day sales success” .. . “traffic hard to handle”. . . this is the kind of response which 
has established The Sun as a major factor in the advertising plans of New York’s leading 
merchants. Day-after-day responsiveness and steady patronage from The Sun’s more 
than 300,000 substantial families has won for this newspaper outstanding acceptance 
from advertisers who know the local market best. For 24 consecutive years, Manhattan 
department stores have placed more advertising in The Sun than any other evening, 
morning, or Sunday newspaper. 


*Reported by the Retail News Bureau. 
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Names Morgan V.P. 


T. Oliver Morgan, assistant 
vice-president and general man- 


-ager of Home Owners’ Catalogs, 


has been named a vice-president 
¢ = W. Dodge Corporation, New 
or 


Appoints Sloan Willis 


Sloan Willis, formerly with 
Justin Funkhouser Advertising, 
Baltimore, has been appointed ad- 
vertising and _ sales promotion 


manager of Victor Products Cor- 
poration, Hagerstown, Md., manu- 
facturer of refrigeration. equip- 
ment. 


Appoints Babcock 

Phillip L. Babcock, formerly 
with U. S. Camera Publishing 
Corporation .as..advertising man- 
ager of Travel & Camera, has 
been appointed sales representa- 
tive of the Popular Fiction Group 
of Popular Publications, Inc., 
New York. 
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Short Recession 
May Be Coming, 


AFA.Group Told - 


"Not Too Severe,’ 
Miami U. Finance 
Expert Forecasts 


Miami—The nation may be 
facing a downward business trend, 
but if a recession occurs in the 
near future there is little doubt 
but that it will be short-lived and 
not too severe, Dr. James J. 
Carney Jr., chairman of the de- 
partment of finance, University 
of Miami, told the Fourth District 
AFA convention here recently. 

“Past experience .has shown,” 
Dr. Carney said, “that following 
a major war there is usually a 
period of recession lasting from 


one to two years.” Other speakers 
before the several hundred dele- 
gates attending the regional AFA 
meeting, taking their cue from 
Dr. Carney’s remarks, stressed the 
importance of more careful ex- 
penditure of advertising and sales 
dollars. 

Today’s rising costs and nar- 
rowing profits’ emphasize:- more 
than ever management’s need to 
exploit markets on the _ local, 
rather than national level, ac- 
cording to Harold S. Barnes, as- 
sociate national director of the 
Bureau of Advertising, ANPA. In 
the past, he said, national mar- 
keting and advertising often were 
planned without regard to sig- 
nificant local characteristics. 


Offers ‘Cinderella Markets’ 


- One key to increased profit® he 
said, is to cut distribution costs 
by making sales and advertising 
more effective. He cited eight so- 
ealled “Cinderella” markets, with 
total retail sales of $857,064,000 
annually, which he said often 
are neglected in favor of bigger 


KNOW What SHE'S BUYING! 


tt Hit Lad. harger...move Coloefud Elion 


WRITE NOW! 


You'll get the complete picture of 


family buying habits in this major 


Midwest 


market! Has sections de- 


voted to food products, soaps and 


cleansers, toiletries and cosmetics, 


beverages, 


FIRST 


tobaccos, automobiles, 


home equipment and foundation gar- 


ments. 


It's another service of The Star 


—an authoritative Milwaukee 
Journal type guide for manufac- 
turers, distributors and agencies. 


Direct requests to The Advertising Department, 
The Star, or to Kelly-Smith Company, 
420 Lexington Ave., N. Y. 
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centers. The sales potential in 
these cities is masked by whole- 
sale shipments to other centers 
supplying them, he explained. 

J. Allen Brown, assistant direc- 
‘tor of broadcast advertising, Na- 
tional Association of Broadcasters, 
cited recent studies showing. that 
U. S. families listen to their radios 


. for 150,000,080: hours-daih=-Trrere~ ~ 


are 63,000,000 sets in operation, 
with radio’s audience “growing in 
tremendous proportions,” he said. 
Outdoor advertising’s claims for 
effectiveness were set forth by 
Gerald B. Todd, vice-president of 
Outdoor Advertising Incorporated, 
who reported results of the recent 
Fort Wayne, Ind., study showing 
that 76% of the population 14 
years or older went outdoors daily 
and passed an average of 17 post- 
ers. Of these, he said, 57% re- 
called reading the posters in- 
cluded in the survey after they 
had been displayed one month. 


Productive Power Gains 


Elon Borton, AFA president 
who addressed the concluding ses- 
sion of the convention, said mass 
production has enabled industry 
to raise the productive power of 
the average individual from $2,500 
in 1910 to $9,000 now. “The aver- 
age worker was paid 20 cents an 
hour in 1910,” he added; “in 1946, 
the average was about $1 an 
hour.” 

Color limitations and _ space 
shortages have forced the Florida 
State Advertising Commission to 
eliminate its advertising from 
some national magazines, it was 
revealed by J. Saxton Lloyd, vice- 
chairman. The commission has 
used 44 newspapers and run 844 
separate ads, he said, and has em- 
ployed some national magazines. 
Future stress will be on large 
color ads in a smaller number of 
the national publications, he added. 

Don Lynskey, general chairman 
of the Greater Miami Adclub, host 
to the convention, was elected 
Fourth District governor. Other 
officers named include: Hugh 
Philbin, Jacksonville, vice-gover- 
nor; R. E. Goodale, St. Petersburg, 
treasurer; and Trenton — 
Tampa, secretary. 


Issues Business Manual 


The American Management As- 
sociation, New York, has pub- 
lished “The Management Leader’s 
Manual,” the first of a series of 
handbooks on the improvement 
of individual and group relation- 
ships in business. This handbook 
was designed to further the 
understanding of managerial prob- 
lems and techniques, particularly 
in the field of human relations. 
The manual sells for $3 a copy. 


Woodard to Welling 


George H. Woodard, formerly 
manager of the new products di- 
vision and the aviation gas turbine 
division of Westinghouse Electric 
Corporation, has joined Charles H. 
Welling & Co., New York, where 
he wilJl serve manufacturers inter- 
ested in the development of new 
product lines. 
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: What they’re spending ain’t peanuts 
z in REDBOOK. Virginia 


rly e 


~ $111,000,000 income, after taxes, certainly buy $15,000,000 worth of it every twelve 


ere isn’t peanuts or hay either. But you can’t months. And Virginia drug stores take over YOUTH IS THE ANSWER 


ew expect to get your share of that spendable in- $2,800,000 from Redbook readers each year. portion More than 30% oe a pi Aone 


aa , ae ee , . . . : families are in that group. 
come in Redbook, Virginia if they don’t read $79 a page, pro-rata, is certainly a bargain When they want product they see adver- 


heand in . : . . tised in Redbook, nothing stops them until they 
about your brand in Redbook consistently rate at which to register your brand with the own it. Aad when they want Redbook, they find 


If you have any trouble “placing” these avid buyers in this $111,000,000 market. the $4,500,000 a year to pay for it. . 
People like this 


readers, just keep in mind that they're human = You're overlooking a real bet if your next _ = wed ay of 
- = lee 


beings who find food habit-forming. They _ list doesn’t include Redbook. 
REDBOOK & 


“'n°"* BEDBOOK.U.S.A! ea 


Send for the Redbook State-by-State analysis of family buying power. 
Write or phone Redbook, 444 Madison Avenue, New York 22, New York. 
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The Circulation of THE UNITED STATES NEWS 


Effective with the Issue of Jan. 2, 1948 Will Be 


This announcement is made now so that advertisers planning their 1948 schedules 
may know well in advance the publishing program P the only news weekly in America 
that devotes itself entirely to the reporting, interpreting and forecasting of the news of 
national affairs. 

The circulation guarantee at present is 275,000 but the growth during the year 1947 
is already so substantial as to warrant the announcement at this time of the circulation 
guarantee of 300,000 for 1948. 

Inasmuch as the 300,000 figure will be attained during the latter part of 1947, adver- 
tisers are already enjoying a "bonus" on circulation in excess of the present guarantee 
of 275,000. (The new advertising rates based on the 300,000 guarantee reflect a re- 
duction from existing rates in page-per-thousand cost.) 

The United States News obtains its circulation primarily by the direct-by-mail method 
which means an absence of the pressure of canvassers. The United States News prides 


itself on its voluntary circulation—which means intensive readership. 


* THE 300,000 GUARANTEE IS AN INCREASE OF 100,000 SINCE V-J DAY 
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Advertisers nein that there is a prime interest in the news of national problems 
because of their effect on the economic life of the nation. 

Advertisers recognize that the men and women regularly reading The United 
States News constitute a market of alert-minded people who direct and manage busi- 
ness enterprises and influence corporate purchases, who are prominent in the profes- 
sions and in civic affairs, and who lead the opinion-forming groups of the country 
because they are themselves well informed. 

A circulation of 300,000 means not only a market for corporate purchases but a 


s 


market for individual purchases of high-grade consumer products and services. 


THE 300,000 PEOPLE OF IMPORTANCE 
—in business 

—in the professions 

—in civic affairs 


—in economic life 


D. W. ASHLEY, Publisher —in moulding public opinion 
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Ads Herald Exhibition 


The opening of the Canadian 
National Exhibition will be an- 
nounced in various media through- 
out Canada, plus daily news- 
papers, national magazines, roto- 
gravure sections, 
tions, weekly newspapers, trade 
publications, radio and outdoor 
posters in Ohio, New York, Michi- 
gan and Pennsylvania. The ex- 
hibition will be held in Toronto 
Aug. 22 to Sept. 6. 


Boosts Ream, Seguine 

E. W. Ream, in charge of sales 
for the western division, and J. E. 
Seguine, head of eastern division 
sales, have been appointed vice- 
presidents of United Wallpaper, 
Ine., Chicago. 


The HOSIERY Industry 


BERS * MANUFACTURERS 


GNE MADISON AVE. * NEW YORK 10, N.Y. 


farm publica- |- tock ; , 


Associates of parotid Hughes, 


say that he’s a perfectionist” also 
about advertising. When the 
Hughes-controlled TWA recently 
introduced radar on its planes— 
which flashes a light and sounds 
a horn when a plane is within 
2,000 feet of any obstruction—Mr. 
Hughes not only rewrote TWA’s 
ad (through Kudner Agency) but 
did four diagrams for it. He lifted 
one paragraph for the ad from a 
TWA news release. He also edits 
news releases, sometimes. 

In addition to remaking the end 
of the movie, “Vendetta,” Mr. 
Hughes is chiefly concerned at 
present with his new flying boat, 
the wingspread of which will be 
336 feet, or longer than a football 
field. 

At 18, Howard Hughes inherited 
a three-fifths interest in Hughes 


Tool Company, worth $300,000. 


«| Hle-is-enow- estimated to be worth 


between $175,000;000 and $200;- 
000,000. 
Sometimes silver spoons grow 
bigger with use. 
* * * 


McCall Corporation will print 
part of the Reader’s Digest in its 
expanded Dayton plant. The Di- 
gest’s domestic 8,000,000 has been 
divided between Concord Press at 
Rumford, N. H., and Donnelley’s 
big Lakeside Press, Chicago. 

* * * 

Russell Birdwell, public rela- 
tions, who claims to have “cre- 
ated” a lot of movie personalities, 
has closed his Los Angeles office. 

* s 

Big New York City, which lost 
population during the war and— 
according to Sales Management’s 
current list of “high spot cities” 


Big-store business is always attractive, But 
manufacturers who concentrate their distri- 


bution in big outlets may have too many of 


their eggs in one basket. 


There are thousands of stores on “Main 
Street’. The large number of smaller stores, 
spread over the entire United States, repre- 
sents a total. potential volume of business 
that can be vitally important to any manu- 
facturer. These stores, too, want new styles 
and new resources. They are usually “open 
to buy”. So it’s good business, now and in 
the future, to make plans that will spread 


eee in One Basket? 2 


your distribution over this mass market. 
Use this low-cost method to reach the entire 


market. Perhaps your salesmen can’t call on 


these outlets once a month, or once a quarter. 


But your ads in the Boot and Shoe Recorder 
— backed by adequate personal follow-up 
— can produce orders. The Recorder reaches 
all the leading shoe retailers in all parts of 
the country . . . influences them when they’re 
hungry for sales and merchandise to build 
volume. Recorder advertisers spread their 
distribution over many sound baskets. It will 


pay you to join them. 


A CHILTON @ PUBLICATION e 


100 EAST 42d ST., NEW YORK 17, N. Y. 


ranks 200th among 206 leading 
markets in sales prospects for 
July, as compared with the trend 
of the nation as a whole—is be- 
ginning to stir its promotional 
stumps. 
For one thing, the Fifth Avenue 
vis’ constdertng - . the. 
launching of a campaign to com- 
bat the growth of other style cen- 
ters. The association also em- 
braces firms on Madison and Park 
avenues. 
For another, the New York 
Times recently ran a series of 
articles on how nice New York is 
in the summer time. 
* * * 


In the event that Robert R. 
Young becomes chairman of the 
board of the New York Central— 
after probably exciting hearings 
by the Interstate Commerce Com- 
mission in Washington starting 
Sept. 15—he will propose as presi- 
dent of the railroad, succeeding 
Gustav Metzman, a man who is 
now president of a leading air-+ 
line. 

Mr. Young also is negotiating 
with a leading airplane manufac- 
turer to build light weight trains. 
The movie “March of Time” 
for July features Mr. Young and 
some of his developments and 
ideas in “New Trains for Old?” 
* * * 


Douglas Aircraft Company, 
Santa Monica, Cal., has stopped 
all work on the proposed DC-8 
transport plane until the market 
is able to absorb, at profit to Doug- 
las, the DC-6, just introduced on 
American, National and United 
Air lines. 
* * * 

Those Kentucky Tavern ad 
items come to life (AA, April 7) 
are being sold through large de- 
partment stores and by direct 
mail, and Kentucky Tavern 
(Glenmore Distilleries Company, 
Louisville) four-color magazine 
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ads now carry the six-point no- 
tice that “The complete set of 
Kentucky Tavern Creations is 
available in leading stores.” 
D’Arcy Advertising Company is 
handling the advertising for both 
Glenmore and Kentucky Tavern 


Creations, entirely separate com- 


pany set up early this year--to 
market the novel bar accessories 
and giftware depicted alongside 
Kentucky Tavern bourbon. 

2 * K * 


Incidentally, British admen say 
that no American agency has been 
able to establish itself very solidly 
in the postwar period. One goes 
so far as to say that none of the 
offices installed since the end of 
the war bills more than $500,000. 


Kent Joins Venus 


Margaret Kent, formerly with 
Bergdorf Goodman and Henri 
Bendel, New York, has joined 
Venus Foundation Garments, Inc., 
Chicago, as director of publicity 
and head of its New York office. 


Roush Appoints Tandy 


Morris F. Tandy, formerly head 
of the purchasing division of 
Kroger Company, Detroit, has 
been appointed Detroit branch 
manager of L. W. Roush Com- 
pany, Louisville agency. 


crop, and 


a ek 


the U. S. 


to farm (and city) homes. 


advertising 


The U. S. Department of Agriculture crop report 
for June forecasts a North Dakota wheat crop this year 
of almost 170 million bushels—far exceeding any year 
in history. Already basking in the wealth of three 
successive record-breaking crops, Northwest farmers 
bid fair to become the richest group of consumers in 


And prospects are for a record crop of advertisers 
on KFYR—for smart advertisers know from experience 
that KF YR’s almost-incredible coverage, coupled with 
an intense listener-loyalty, is a combination that can’t 
be beat for moving merchandise from dealers’ shelves 


A few good availabilities remain, but they’re going 
fast. Better see your nearest John Blair man—quick. 
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‘Outdoor Life’ 
Using Elaborate 


Dealer Promotion 


New YorkK—One of the most 
extensive of the growing number 
of magazine-retailer - promotions. 
has been developed this year by 
Outdoor Life, which uses unique 
window displays as the peg for 
its campaign. 

Each month the sportsman’s 
magazine sends elaborate folders 
of promotional material to key 
department stores—one in each 
city—that have been selected to 
tie in with the display and ad- 
vertising plan. 

The folders each contain two 
Kodachrome pictures of window 
displays designed by Madison 
Advertising Company here, 
agency for Outdoor Life. The 
suggested displays contain sea- 
sonal sportswear and accessories 
advertised in the magazine and 
sceld in the stores. Photographs 
and window trim suggestions are 
used in whole or part by the 


The magazine also furnishes 
mats for newspaper advertise- 
ments, copy for radio spots, pub- 
licity material, sales letters for 
general and special mailings, two- 
foot-square illuminated window 
posters reproducing covers of the 
magazine, reproductions of sports 
pictures for customers, and sug- 
gested sales letters for retailer 
department heads to send to em- | 
ployes. 

The “Mr. America Enjoys 
Outdoor Life’ promotion, devised 
by H. Sumner Sternberg of the 
Madison agency, is an effort to 
attract more advertisers by in- 
creasing the sale of their lines in 
the key stores. Names of par- 
ticipating stores are listed in the 
magazine, and ads in Outdoor Life 
carry footnotes referring readers 
to the store listing so they will 
know where to buy the merchan- 
dise in their locality. 


Issues Business Index 


The research department of 
W. B. Doner & Co., Detroit, is 
issuing a monthly index of busi- 
ness conditions in 126 leading 
cities. The index, designed—as an 
aid for business editors and in- 
dustrial publications, covers the 
percentage change in business ac- 
tivity together with comparable 
figures for the previous month 
and year. 


AGO 


Brewer Names Lindsay 


Hull Brewing Company, New 
Haven, Conn., has placed its ad- 
vertising with Lindsay Advertis- 
ing Agency, New Haven. Con- 
necticut daily newspapers in key 
shopping centers, outdoor posters, 
point-of-sale displays and radio 
will, be. used... 


3 Dailies Up Prices 

The Indianapolis News, the Star 
and the Times have increased 
their daily carrier delivery prices 
from 20 cents to 25 cents a week 
as a result of increased produc- 
tion costs. The Star’s Sunday is- 
sue will remain at 15 cents. 


Stinson Opens New Dept. 


Stinson division of Consolidated 
Vultee Aircraft Corporation has 
established a business manage- 


ment office in Wayne, Mich., to 
serve its dealers as an aid to air- 
craft sales and service merchan- 
dising. Walter A. Simon, for- 
merly Detroit zone business man- 
ager of Chevrolet Motor Company, 
is head of the new department. 


Moves.Ad. Activities-. .- 
Stewart- Warner Corporation, 
Chicago, has moved the advertis- 
ing and sales promotional activi- 
ties for the South Wind heater 
division from Indianapolis to Chi- 


cago, with Fred Cross, corporation 
advertising director, in charge. 
W. E. Judd has been named as- 
sistant sales manager of the heater 
division. 


Appoints Kirkpatrick 
J. W. Kirkpatrick, general man- 
ager of Pierce Motor Company, 


Spartanburg, S. C., has been ap- 


pointed assistant to the president 
of the Georgia-Carolina Broad- 
casting Company, licensee of Sta- 
tion WTNT, Augusta, Ga. 


Majestic Names Pambrun 
Leo B. Pambrun, formerly man- 
ager of radio advertising of 
-Warner Corporation, Chi- 
cago, has been appointed director 
of advertising, sales promotion 
and public relations of Majestic 
Radio & Television Corporation, 
Elgin, Il. 
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WGAT Appoints 


J. Eric Williams, general man- 
ager of WGAT, ABC affiliate in 
Utica, N. Y., has announced the 
appointment of Radio Advertising 
Company as national sales repre- 
sentative of the station. 


RockweltNemres Higgins—-- 

Col. A. E. Higgins has been 
appointed a vice-president of 
Rockwell International Corpora- 
tion, New York. 


REPRINTS 


123 N. Wacker Dr. 


: Produced, for you in 
any quantity with the speed 
and faithfulness to detail that so well 


characterize RCS quality service. 


APID COPY SERVICE 


Chicago 6, Ill 


$100,000 Study of Theatres for Movie Advertising 


‘Shows you the SALES POTENTIALS 


of 18,000 Theatres in the U.S. 


Advertisers—agencies—here’s good news. 
Now, for the first time, you dan evaluate the 
sales potentials of theatres for movie advertis- 


ing. 


Movie Advertising Bureau makes this possible 
with the Continuing Study which gives you 
the first complete analysis of this medium ever 


placed in your hands. 


For virtually every one of the nation’s 18,000 
movie theatres, including the 11,250 which 
schedule movie advertising, the Study will 

__ -give you comprehensive data on performances, 
seats, attendance rates, and in addition: 


Sales Location: Whether the theatre is located downtown, in a sectional shopping area or in a strictly 


own request. 


residential district. Important in city selling. 


Scoocoooooeeeees® 


MID-WEST OFFICE; 333 North Michigan Avenue, 


MOVIE ADV 
EASTERN OFFICE: 70 East 45th Street 


Scoonop ooo oe eee ee eo 


sesveeesses eee 880Gagg 


RTISING BUREAY 


17, N. ¥. © Phone MUrray 1; 
, New Linong? thee 1,11. * Phone ANDove. 


EM EMESELEY UY 
o 


The Class, or Quality Story: A comparison of the general quality of each theatre with that of all others 
in its sales location. 


Buying Power: Buying power of each theatre’s audience compared to the average buying power of the 
theatre's city population. 


All these facts—and many more—which comprise Movie Advertising Bureau's Continuing Study come to 
you in the form of a made-to-your-measure report service compiled, checked and kept up-to-date by an 
IBM system exclusive with The Bureau in this field. All data are grouped and totalled according to your 


You choose your markets—we give the facts. You may choose theatres for study and scheduling in any é; 
size market, anywhere in the U.S., to fit your sales plans. For example, select by your own or competing sales 
areas ... Hearst or Neilsen trading areas ...drug or other product trading areas... geographical locations 
of any size ... population brackets ...or any other markets. 


Remember: Only Movie Advertising Bureau offers The Continuing Study serviced and kept up-to-date 
by International Business Machines system. 


° 90055 


6-3717 
3022 


fo o> 


UNITED FILM SERVICE, INC: KANSAS CITY + CHICAGO + CLEVELAND 
MOTION PICTURE ABV. SERVICE CO. INC.: NEW ORLEANS + NEW YORK + BIRMINGHAM ~ ATLANTA » MEMPEID 


Representatives throughout the $F States 
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a 5th Cover is a wonderful invention 


for magazine advertisers. 


You take America’s favorite shopping 
medium —the Sunday newspaper. You 
wrap it around a national magazine such 
as THIS WEEK. And presto! your magazine 
campaign in THIS WEEK has an “extra in- 
gredient” — the impact, the sales action, 
and dealer influence of the local newspaper. 

Simple, isn’t it? 

Except that there’s one hitch to it. You 
can’t do that with just amy Sunday news- 
papers. For this 5th Cover is only as strong 
as the newspapers it’s made of. 

* 

That’s why these advertisements always 
carry, as Exhibit A, a list of THIS WEEK’S 
24 member newspapers. 


This is the strongest group of indepen- 
dent papers ever put together. Compare it 
with a list you'd make up for yourself, if 
you wanted a hard-hitting newspaper 
campaign. 


Here are the markets you’d want to 


THIS WEER 


EST ae 


bear down on. The 24 key markets that 
ring up as many retail sales as all the rest 
of the nation combined. 


Here are the newspapers you'd pick 
first in these markets. Last year, national 
advertisers gave them 29.4% more linage 
than their highest competitors. 


Here are the newspapers your dealers 
believe in, and use themselves. Last year 
these papers ran 23.3% more retail linage 
than their highest competitors. 


And finally, here are the newspapers 
where a healthy hunk of America does its 
shopping each Sunday. These 24 great 
papers alone cover every 4th family in the 
nation—well over 8% million homes. 


* 


Yes, there are other “newspaper maga- 
zines” that offer you a 5th Cover, too. But 
take a good look at what each of these 
5th Covers is made of. 


That makes a whale of a difference in 
the sales job it can do for you. 


OVER 812 MILLION CIRCULATION Magagine— OVER 19 MILLION READERS 


AND 24 OF AMERICA’S MOST INFLUENTIAL NEWSPAPERS 


The Atlanta Journal 

The Baltimore Sunday Sun 
| The Birmingham News : 

The Boston Herald 

The Chicago Daily News* 

The Cincinnati Enquirer 

Cleveland Plain Dealer 

The Dallas Morning News 


*Saturday Edition 


Des Moines Sunday Register 
The Detroit News 
The Indianapolis Star 
Los Angeles Times 
The Memphis Commercial Appeal 
The Milwaukee Journal 
Minneapolis Sunday Tribune 
- New York Herald Tribune 


The Philadelphia Sunday Bulletin 
The Pittsburgh Press 

Portland Oregon Journal 
Rochester Democrat & Chronicle 
St. Louis Globe-Democrat 

San Francisco Chronicle 

The Spokane Spokesman-Review 


The Washington Sunday Star 
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George White to Poyntz 


George White & Sons Ltd., Lon- 
don, Ont., farm equipment, has 
named Alford R. Poyntz Advertis- 
ing, Toronto, to direct its adver- 
tising. 


Names Sullivan 


Constance Sullivan has been 
named layout assistant to Elwood 
A. Blankenship, art director of 
Hoag & Provandie, Inc., Boston. 


EMPIRE NEON, INC., OFFERS ITS 
TWO NATION-WIDE NEON SERVICES 


RENT-A-NEON 


— AND — 
PACKAGE MAINTENANCE 


For Exclusive Representation 
By National Advertising Agen- 
cies On Standard Commission. 


EMPIRE NEON, Inc: 


General Offices Savannah, Ga. 


Minnesota Valley 
Sees Steady Gains 
in Ad ‘Structure’ 


‘Network Radio Is 
Latest Step, Owners 
and Employes Told 


Le Sueur, Minn. — Minnesota 
Valley Canning Company pays for 
its advertising each year as a 
current selling expense, “but we 
regard the consumer and dealer 
good will that it builds as a struc- 
ture as sound as those we own 
that are made of bricks and mor- 
tar.” 

Both stockholders and employes 
are getting that company view, 
along with current financial data, 
in the annual report recently re- 


packer of canned peas and corn. 
“Our advertising ‘structure’ must 
be maintained by annual invest- 
ment, and it must be increased 
along with our physical plant and 
the size of our production,” ex- 
plains Edward B. Cosgrove, presi- 
dent and director. 

Minnesota Valley, which ran its 
first national ad program in 1928, 
will make an “important addition” 
later this month—network radio. 
Starting July 18, it will sponsor 
the Friday programs in the Fred 
Waring series over the full NBC 
net at 11 a.m. In addition, said 
Mr. Cosgrove, it will continue a 
“strong program” in _ national 
magazines and food trade pub- 
lications. Leo Burnett Company, 
Chicago, handles the account. 


‘Effortless Selling’ Over 


The period of “effortless sell- 
ing” is over and Minnesota Val- 
ley has increased its contingency 
reserve to $600,000 for the year 
ending March 31, 1947. If a nor- 
mal crop is realized on the ’47 


leased by the nation’s largest 


planted acreage as reported by 


% 
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|. GRIT HAS THE desitet 


CONCENTRATION OF SMALL 
TOWN CIRCULATION OF ANY 
NATIONAL PUBLICATION. 


2. | UNDERSTAND, BUT IS 
GRIT CIRCULATION 


NATIONAL ENOUGH TO 
BE OF REAL HELP? 


vray 


1 = me | 
3. YES, GRIT IS THE MOST TRULY NATIONAL : 
OF THE SMALL TOWN PUBLICATIONS. sy 
SX LOOK AT ALL THREE: te 
East East West West Moun. / 
New Middle South North South North South tain Pacific 
England Atlantic Atlantic Central Central Central Central States States 
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(Solid line shows % + 
Families in Towns 
Under 2,500). 


GRIT------ 


e 


Small Town or 
Suburban Town 
—have you read it? 


(Distribution of Towns Under 2,500 is from 1940 U.S. Census Sources: Circulation — Standard Rate & Data, 2/15/47) 


PUBLICATION “A’’s « « 


CIRCULATION FOLLOWS \\ > 
THE POPULATION-CURVE. 


It takes Grit to supplement your coverage in True Small Towns... the non- 
farm area beyond the influence of multi-million-circulation publications. Ask 
the Grit representative to show you “S.T.—Small Town or Suburban Town.” 


4. NOTICE HOW GRIT’S 


SMALL TOWN AMERICA’: 


GREATEST FAMILY WEEKLY 


PUBLICATION ‘B”’* * + 


GRIT PUBLISHING CO., WILLIAMSPORT 3}.PA 


WATCH FOR THE 1947 GRIT READER SURVEY...OUT SOON 


— 


LITHOGRAPHER LAUDED—Vincent Fliller, standing left, Einson-Freeman em- 
ployes’ spokesman, presents a gold watch to A. H. Schmitz, veteran plant 
executive, who was honored by a Silver Jubilee dinner recently given by the 
company commemorating his 25- years -with-the firm. Seated, left to right, are 
Lawrence J. Engel, E-F president; Mrs. Schmitz; N. Joseph Leigh, chairman 
of the board, who earlier presented Mr. Schmitz with a Cadillac from the firm, 
and Leo McGivena, president of L. E. McGivena & Co., E-F's advertising 
agency. 


the Department of Agriculture, 
“the pack plus carryover add up 
to more peas than the American 
public will buy during 1947-48 at 
the current level of prices.” How- 
ever, at the present rate of con- 
sumption, “corn apparently offers 
no current problem,” Mr. Cos- 
grove said. 

There’s no room for ‘“boom- 
and-bust thinking” in the group 
of Minnesota Valley companies; 
“to avoid the bust we skip the 
boom.” The packer did not take 
full advantage of OPA price ceil- 
ings, and “when ceiling’ prices 
were removed we took no price 
advances.” By Feb. 1, retail prices 
of all canned peas and corn, other 
than those produced by Minnesota 
Valley, “were 15% above levels 
that would have prevailed had 
ceiling prices been maintained.” 
Distribution of its advertised 
brands “continues to widen.” Per- 
centage of all stores handling one 
or more in October-November, 
when retailers are normally well 
supplied, has gone up from 25% 
in 1942 to 50% last year. Higher 
production costs are indicated for 
the 1947 pack, but “we believe 
that we must tighten our belts 
and absorb these cost increases.” 


Research Facilities Doubled 


The company’s new research 
and administration building, com- 
pleted here last January, more 
than doubled previous facilities 
and a new experimental pea can- 
nery is to be finished at Dayton, 
Wash., for use this summer. 

“In comparing ‘dollars of sales’ 
to ‘dollars spent for research,’ 
Minnesota Valley’s research ex- 


penditures were relatively four 
times as great as those of the 
eight other leading fruit and vege- 
table canning organizations listed 
in an FTC report dated 1941,” 
Mr. Cosgrove said. “Since that 
time, while our sales have in- 
creased 140%, our research ex- 
penditures have expanded by 
430%.” 

Directors have approved tests 
of two new developments, one 
involving the reclamation of nat- 
ural vitamins and sugar ordi- 
narily lost in the blanching of 
peas, the other “a radically new 
processing method.” 

The company reported consol- 
idated net profit for the year of 
$1,535,690, compared with $1,188,- 
939 previously. 


Plans Fruit Bowl Drive 


Green & Green, Inc., Houston, 
is planning an advertising cam- 
paign from coast to coast in sup- 
port of franchised holders - of 
Fruit Bowl, a new carbonated 
beverage. The schedule includes 
monthly color ads in trade pub- 
lications and newspapers; radio; 
posters and painted bulletins; car 
cards and point-of-purchase ma- 
terial. 


To Adair & Director 

Paramount Import & Export 
Company has placed its advertis- 
ing with Adair & Director, New 
York. Trade publications and di- 
rect mail will be used. 


Names Atkinson 


Atkinson Associates, San Fran- 
cisco and Los Angeles, has been 
named to represent Marine News 
in California. 


| (aa gener | & 


STATES) INDICATES: 
' 91.4% read JEN regularly for 


461 Eighth Avenue 
Boston—Chicago—Cleveland—Detroit 


TOP THIS .. .FOR SOLID PROOF OF ADVERTISING VALUE 
LIST VERIFICATION REPLIES TO RATE (A 70% RESPONSE FROM 13 


8.1% read IEN occasionally for product news and information 
0.5% read JEN rarely for product news and information 


44.5%, regularly use JEN for finding and buying requirements 
52.2°%/, occasionally use IEN for finding and buying requirements 
3.3% rarely use IEN for finding and buying requirements 


ONLY $95 to $102 MONTHLY TO SPOT ADVERTISING WHERE INDUS- 
TRIAL BUYERS AND SPECIFIERS ARE LOOKING FOR CURRENT NEEDS. 


Details? Ask for “The IEN Plan” 


INDUSTRIAL EQUIPMENT NEWS 


THOMAS PUBLISHING COMPANY 


product news and information 


New York 1, N. Y. 
Los Angeles—Philadelphia—Pittsburgh 
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Canada’s Station 
Licensing Unit 
Hits CAB Plan 


Ottawa — The Dominion’s De- 
partment of Transport, which 
licenses Canadian broadcasters, 
has thrown cold water on efforts 
of independent broadcasters to 
have a new board set up to con- 
trol radio. 

The Canadian Association of 
Broadcasters, supported by the 
Canadian Daily Newspapers’ As- 
sociation, has asked the House of 
Commons to set up a body of 
appointed for life, to 
have complete control of licensing 
and regulation of radio. The 
Canadian Broadcasting Corpora- 
tion objects to the private broad- 
casters’ proposal. 

The Transport Department de- 
clared that the CAB plan would 
put the independent authority in 
control of maritime and aerial 
radio, forestry radio service, police 
broadcasting and many other 
classifications of radio, while the 
Transport Department would re- 
tain control of these internation- 
ally. The duplication of authority 
would be confusing, it said. 

The department denied CAB 
and CDNA charges that CBC, 
whose recommendations on li- 
censing are generally followed by 
the department, actually controls 
broadcasting regulations although 
competitive with private stations. 

The department’s attack on the 
plan is believed here to end the 


independents’ chances to obtain 
parliament’s approval of their 
plan. 

Adwomen Elect 


The Philadelphia Club of Ad- 
vertising Women has elected 
Helen Carroll Corathers, Roche, 
Williams & Cleary, president; 
Alice Mooney, Lawrence Everling, 
vice - president; Elizabeth Helms, 
W. H. Hoedt Studios, treasurer; 
Irene Maher, J. J. Pocock, record- 
ing secretary, and Mary Beitler 


Whitmore, Accurate Addressing 
Company, corresponding secre- 
tary. 


* 


Glovecraft Names Zlowe 


Glovecraft, Inc., Johnstown, 
N. Y., manufacturer of Broadside 
gloves, has appointed the Zlowe 
Company, New York, as its ad- 
vertising agency. National maga- 
zines, local newspapers and trade 
publications will be used. 


STARS OVER KMBC 


BILL GRIFFITH 


Like all KMBC_personaii- 
ties, Bill Griffith is na- 
tionally publicized and na- 
tionally known! Bill, as 
a member of KMBC news 
department, compiles his 
newscasts not only from 


A.P. and U.P. wire services 
—but from 200 string cor- 
respondents throughout 


Missouri and Kansas. Hitch 
radvertisingtoa Star.” OF KANSAS CITY 


one Free & Peters, inc. 


SINCE 1928 BASIC CBS 
STATION for MISSOURI and KANSAS 


Whitlock to Ellington 


Howard Whitlock, formerly in 
the West Coast office of Erwin, 
Wasey & Co., and before the war 
with J. Walter Thompson Com- 
pany and Lord & Thomas (now 
Foote, Cone & Belding), has joined 
Ellington & Co., New York, as 
associate art director. 


Gets Hotel Account: 


Names Schlenther 


Fuller & Smith & Ross, New 
York, has been appointed adver- 
tising counsel for the Greenbrier 
Hotel and Cottages, White Sul- 
phur Springs, W. Va. Magazines 


and Sunday magazine sections of 


newspapers in selected cities will 
be used. 

Stanley Schlenther has joined 
~ agency as an account execu- 
ive. 


Brown Joins Cohen 

Clarke R. Brown has joined the 
Harry B. Cohen Advertising Com- 
pany, New York, as media and 
research director. He was pre- 
viously with H. W. Kastor & Sons 
Advertising Company, Chicago; 
Lake - Spiro - Shurman, Memphis, 
and Olian Advertising Agency, 
St. Louis. 


GM Shifts Fitzgerald 
Joseph F. Fitzgerald, regional 
manager of public relations for 


General Motors Corporation, cov- 
ering western New York and 
Pennsylvania, has been transferred 
to Chicago where he will head the 
company’s public relations in the 
Midwest. Edward A. Bracken Jr., 
who has been assistant manager of 
GM’s public relations in the New 
York area, has been named to suc- 
ceed Mr. Fitzgerald in Buffalo. 
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“THE LETTER SHOP, Inc. 


431 S. Dearborn 8t., Chicago 5, Illinois 


Your advertising to a 


_most profitable field through 


the most profitable medium re | 
will produce the best results 


longer he'd last. 


Butch’s father drives a truck, isn't home in the 
daytime. His mother weighs 95 pounds, found 
lifting the boy quite a chore. A borrowed wheel 
chair could mean borrowed time for Butch. 

The Sun heard about Butch, printed his 
picture and story on Thursday, May 722... 


‘Break for Butch . 


The hospital sent him home. Incurable leukemia left 
six-year-old Eugene “Butch” Davis little more time 
to live...and the doctors said the less exertion, the 


gave his aunt's phone number because Butch's 
home had no phone...“It never stopped ringing 


for two days. I finally had to leave the house," 


she said later. 
Within forty-eight 


chairs were offered 
to Butch, some 

from as far away as 
Davenport, Iowa. 
Butch is mobile now, 
and jockeys around 
without help from his 


hours, scores of wheel 


mother...He also has a 


comfortable hospital bed 


which can be cranked up or down, to his delight... 

a canary, pajamas, toys, a growing collection of letters 
with bills enclosed, and proffered financial aid for 
further medical treatment from the Sherwin Pessin 
Leukemia Research Foundation. 


Tue sun gets action in Chicago...for a good 
cause, and a good product. Read and respected by 


people who want it, at a premium 


price of 5c per copy...Sun 


readers have convictions, 


and cash to back them up. And there are enough 
of them— 350,000 circulation daily, 450,000 Sunday 


—to make The Sun a medium of consequence.., 


a mainstay for Chicago department stores, carrier 
of one-third of all full-run advertising of Michigan 
Avenue shops, a profitable producer of sales and 
prestige for the national advertiser. 

And while Sun circulation doesn't reach all of 
the Chicago market ...today no advertiser reaches 
all—or much of the best brains and buying power 
—of the market without The Sun! . 


HE CHICAGO SUN. 


400 West Madison St., Chicago 6, Ill. 
250 Park Avenue, New York 17, N. Y. 
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_ preferred source of daily [5 


business news in the nation's 
greatest industrial area 
= the Central West. 
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Chicago Hournal 


— of Commerce — 


‘Collier's’ Finds 
40% of Younger 
Women Smoke 


New YorK—More than two of 
every five American women be- 
tween the ages of 18 and 44 now 
smoke cigarets, but less than one 
in five beyond that age are 
smokers, Crowell-Collier Publish- 
ing Company reports from a na- 
tionwide survey of tobacco habits 
of Collier’s readers. 

About twice as many men as 


Jae 


THE MAGAZINE 
OF PRESIDENTS 
DUN’S REVIEW 


women of all ages are smokers, 
the survey shows. Fewer men 
smoke cigarets after 44, but more 
of them turn to cigars. 

Not one woman among the 4,593 
readers questioned was found to 
smoke cigars. 

The survey revealed at least 
one smoker in 85% of Collier’s 
homes; that after 44 years, the 
proportion of male cigaret smokers 
drops from 74.1 to 50.2%, while 
that of cigar smokers increases 
from 25.9 to 29.2%; more men 
start smoking at 18 than at any 
other age, but about one-third of 
women smokers do not start until 
22 or older; about 60% buy 
cigarets by the carton, and mostly 
at grocery stores. 


Switch Brands Occasionally 


More than 44% of the male 
and 50.1% of the female cigaret 
smokers switch brands occasion- 
ally. 

Cigaret brand preferences of 
Collier’s readers surveyed were 
the same as estimated standings 
of cigaret brands throughout the 
country—Lucky Strike leading, 
26.2%; followed by Camel, 26%; 
Chesterfield, 19.7; Philip Morris, 
8.8; Old Gold, 6.2; Pall Mall, 3.9, 
and other brands 9.2%. 

Lucky Strike, Camel and Old 
Gold were relatively stronger 
among “men; "Chesterfield, Philip 
Morris and Pall Mall among 
women. 


Council Analysis Rates 
New England Weeklies 


The American Weekly News- 
paper Publishers Council, New 
York, has given its highest qual- 
ity rating to 34 of New England’s 
weeklies. The council has rated 
newspapers of five states (Colo- 
rado, Ohio, Missouri, Maryland 


| and Indiana), but this is the first 


time it has analyzed the weekly 
newspapers of an entire geograph- 
ical section of the country. 

In addition to 34 newspapers 
getting the AAA rating in New 
England, 29 were rated AA and 
28 were rated A. Below-average 
papers are rated B or C. Ratings 
are based on volume of local news; 
volume of local advertising; 
weighted circulation of the news- 
paper, and the weighted advertis- 
ing rate per 1,000 families. Copies 
of the New England study are 
available; at $5 each, from the 
council’s headquarters, 358 Fifth 
Ave. Details of the study were 
handled by the Community Re- 
search Bureau. 


Lite Mfg. Names Fairfax 


Lite Mfg. Company, New York, 
which will introduce a line of 
foundation garments -made of 
Kuron, U. S. Rubber Company’s 
new elastic fabric, has appointed 
H. W. Fairfax to handle adver- 
tising. 


JON HACKETT 
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Member of the 
MID-STATES GROUP 
Represented By 
_THE KATZ AGENCY 


PLAY-BY-PLAY BY HACKETT-- 


Sale-Bq-Sale to Back U7 


® Jon Hackett's Play-by-Play, All Sports, All Year, 
Sponsored by One Sponsor! 

® Jon Hackett's Daily 6:15 p.m. Sports Program, 
Sponsored by One Sponsor — Fifth Year! 

e hes Hackett — Voted lowa's Most Popular Sports- | 


caster in 1947! 


® Jon Hackett's "Sports of All Sorts" Is Available — 
Nightly, 10:15- 10:30! In Toto, or Spot Announce- 
ment Participation. See Katz. 


Highly Merchandisable Hackett 
Sell For You, “Joo! : 


Can 
K R N T A Cowles Station * Des Moines, a 


Kobak Questions 
NBC, BMB Data 

. a = az 

in ‘Variety’ Ad 

New YorK—Radio a week ago 
was enjoying what might be the 
beginning of a beautiful battle. In 
one corner was Edgar Kobak, pres- 
ident of Mutual; in the other, Niles 
Trammell, president of NBC. 

Mr. Kobak opened the attack 
with a letter in an advertisement 
in Variety, in which he took his 
competitor to task for his inter- 
pretation of BMB figures in a 
recent spread which appeared in 
most of the business papers. Said 
Mr. Kobak to Mr. Trammell: 

1. “You know that BMB fig- 
ures reflect network positions as 
of March 1946 ...a long time ago. 
I can’t help feeling that BMB 1946 
figures are better (in June, 1947) 
for your network than for ours. 
Because (and maybe you didn’t 
know this) BMB figures for Mutual 
include only 285 stations—we’ve 
added 155 stations since March 
1946. 


‘Should Sell Constructively’ 


2. “BMB deliberately set no 
levels, but gave all levels plus com- 
plete figures. But your ad com- 
pared the networks on the basis 
of 75%-and-up counties. That 
made you look good, and why 
wouldn’t it—with your Hopes and 
soaps and symphony. But the rest 
of us are in a heck of a lot of coun- 
ties you rule ‘out, and that’s good 
circulation too ...I always felt 
NBC was big enough to sell itself 
without flexing its muscles at its 
competition. Or am I wrong? 

3. “We of the networks should 
sell broadcasting constructively. 
Belittling the other fellow won’t 
do it—particularly when you have 
to put English on your language.” 

The advertisement to which the 
Mutual executive referred credited 
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NBC with a 33% nighttime ad- 
vantage, or 7,426,530 radio families, 
over the nearest network, and a 
daytime advantage. of 57% over 
the nearest competitor. It fur- 
ther stated that. “NBC’s daytime 
audience is larger than any other 
network’s nighttime audience.” 

No answer from Mr. Trammell, 
out of town when AA went to 
press, was forthcoming last week. 
A spokesman for NBC gave with 
the usual “No comment.” 


Swinsky Resigns 

Dick Swinsky has resigned as 
a vice-president and director of 
Gulf Publishing Company, Hous- 
ton. Mr. Swinsky has been in 
charge of the company’s New 
York office for 23 years. His future 
plans will be announced soon. 


Montgomery Appoints 

» Byron W. Mayo has been named 
account executive and chief of 
the news bureau of Richard G. 
Montgomery & Associates, Port- 
land, Ore., agency. 


Appoints Armellino 

Joseph S. Armellino, recently 
released from the Army and prior 
to. that art director of O’Dea, 
Sheldon & Canady, has joined 
Breese,° Enloe & Elliott-Smith, 
New York, as art director. 


lypography 


advertisements 
brochures - catalogs set 
efficiently. we have 
all the faces in 
complete range 


erawford composition 
161 W. Harrison ¢ WEBster 7936 
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Slow ings 
Fis 


4 
Sportsmen are Spenders 


Anyone who buys guns or o 
well fixed: financially. And you can bet that when he wants any- 
thing else in the “male” line, he has the money to buy it. 


and trappers. That’s 


9s 
| Cole & Mason, Superior 6558 


Fist 


Pasadena 
J. H. Conrow & Co. 


Now 


GAl 25 2 Oc 


her sports equipment is usually fairly 


FUR-FISH-GAME’S 100,000 outdoor, sports-minded readers are - 
a perfect male audience. Some, too, are all year round hunters | 
why your advertising in F-F-G is unusually 
productive, why F-F-G is a splendid medium for testing new 
products. Put F-F-G on your °47 schedule. : 


The A. R. Harding Publishing Co. 175 E. Long St., Columbus 15,0. 


New York 
Walter C. Elly, Murray Hill 4-0626 
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WASHINGTON—Department store 
sales in the U. S. for the fourth 
week of June were 3% above 
those in the last week of June 
last year, Federal Reserve Board 
figures show. 

For the first five months, de- 
partment store dollar volume was 
10% above sales a year ago. For 
that period, greatest gains have 
been registered in St. Paul (18%), 
Syracuse (16%) and Houston and 


DEPARTMENT STORE 
SALES INDEX 


1935-39 EQUALS 100 


Week to June 28, ’47* p246 
Week to June 21, ’47* .255 — 
Week to June 29, ’46* .239 
Month of May, ’47..p291 
Month of May, ’46...258 
Month of April, ’47...276 


*Not adjusted seasonally. 
pPreliminary. 


Denver (15%). Only Wichita has 
shown a decline (2%) in the five 
months. 

The gain for the latest week 


‘was the same as for the previous 


week and lower than the 7 and) 


6% gains in the first fortnight of 


June over a year ago. Sales were | 
about 4% lower in the last week | 


of June than in the preceding 

week, dropping from 255 to 246 on 

the index based on i935-39 daily 
averages. 

Yr.-to-Yr. % Change 
5-Mo. Mo. Wk. 
Jan.- of June 
May May 28 


Federal Reserve 
district and city 


UNITED STATES.. 10 p14 3 
Boston District.... 11 16 8 
New Haven ..... 5 10 13 
po 14 15 11 
Springfield ..... 6 12 eet) 
Providence ..... 4 11 6 
New York District. 10 11 1 
IOWATE. <icnccus 6 $ —5 
pd Se 10 17 12 
HOW DOPE 644045 9 8 —1 
Rochester .....; 13 18 9 
gg | es 16 20 7 
Philadelphia Dist.. 14 18 3 
Philadelphia 14 16 2 
Cleveland District. 11 16 2 
pare er eee 7 8 —2 
Cincinnati ...... 11 18 1 
CUOVOINE occas 9 14 9 
CONMMMDUS «2.065% 9 10 0 
co... eee eer 11 15 5 
Pittsburgh ..... 12 18 7 
Richmond District. 7 11 2 
Washington .... 3 8 —1 
Baltimore ...:.-. 6 12 8 
Atlanta District... 8 12 0 

‘ 

Our papier-mache 

‘ 
giant bottles for 
SEAGRAMS go oves? 
6 ‘ 


Amplified sound 
is a natural in 
the VICTOR dog. 


Old King Cole Displays 


CANTON, OHIO 


Birmingham .... 
; || Se ere 
po eee 
New Orleans ... 
po al 
Chicago District... 
CRICRSO 6a cci ccs 
Indianapolis .... 
pe) 
Milwaukee ..... 
St. Louis District. . 
Little Rock 
Louisville 
St. Louis 
Mempnis .....% 
Minneapolis Dist... 
Minneapolis 
| eee 
Duluth-Superior. 
Kansas City Dist... 
Denver 
gic 
Kansas City .... 
St. JOGGDM ....0% 
Oklahoma City . 
Tulsa 


ew oe 


PS a eee 
Fort Worth .... 
PIGUStTON «4.0606. 
San Antonio .... 


Federal Reserve Figures on Department Store Sales 


San Francisco Dist. 10 ps onl 
Los Angeles Area 12 14 3 
Oakland ...3.... y 7 aah 
San Francisco .. 5 1 —5 
POFtiana ..<.%.;% 12 9 8 
Salt Lake City... 9 p7 7 
oe are 7 4 —3 


*Data not available. 
p—Preliminary. 


Plans Vacuum Cleaner 
Campaign in Canada 

McKim Advertising Ltd., To- 
ronto, will direct the advertising 
this summer and fall for the Pre- 
mier Vacuum Cleaner Company, 
Toronto. A newspaper campaign 
will be launched this summer, 
with a magazine drive to follow 
in the fall. Four-color store dis- 
plays featuring “The Premier 
Girl” and trade advertisements 
will emphasize the two types of 
cleaners — Premier Duplex and 
Premier Aire-Matic. 


Fuller Quits Ad Post 


Samuel C. Fuller has resigned 
as director of radio of Sherman & 
Marquette, New York, effective 
July 26. 


‘tion until Sept. 7. i 
The first of the summer’ series.. 


Utility Companies 
Set Summer Show 


NEw YorK — Peggy Lee and | 
Woody Herman will share the| 
spotlight in the Electric Light and | 
Power Companies’ summer re-| 
placement show for the “Hour of | 
Charm,” which will be on vaca-| 


was heard yesterday at 4:30 p.m., 
EDT, over CBS. Guest stars will 
appear regularly on the broadcast, 
which originates in Hollywood. 
N. W. Ayer & Son is the agency. 


Hickerson Agency Moves 


J. M. Hickerson has moved its 
Cleveland office from 1900. Su- 
perior Ave. to larger space in the 
Bulkley building, 1501 Euclid Ave. 


Newspapers Up Parker 


W. Lamar Parker, promotion 
manager of the Telegraph and 
News, Macon, Ga., has been pro- 
moted to business manager of the 
newspapers. 


500,000 


STOCK PHOTOS 


WRITE FOR INFORMATION. 


KAUFMANN & FABRY CO. 


425 S. WABASH AVENUE 


aa 


CHICAGO 


Advertising becomes effective only when 
people buy. To let them know where to buy 
the branded products and services they 
want is the important second step that must 
be provided by advertisers having selective 
distribution. 


Trade Mark Service in the Classified 
section (‘yellow pages’) of the telephone 
directory is that second step. Your dealers 
or outlets are listed under your brand name 


} DON’T miss the 
important 


and trade mark so that buyers looking for 
your product quickly know who sells it. It’s 
an important step because the users of the 
more than 24,000,000 directories refer to 
the ‘yellow pages’ when they’re ready to buy. 

To produce advertising campaigns that 
produce results, don’t miss the important 
second step. Trade Mark Service is available 
in one or all of the 1600 different directories 


throughout the nation. 


For further information, call your local telephone business office. 
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Head ‘Charm’ Publicity 


A former publicity team for 
Shulton, inc., New York per- 
fumer, Miriam Gibson French and 
Ruth Ann Bolway, have again 
joined forces to direct publicity 
for Charm. Mrs. French, who has 
been serving for a year as beauty 
editor for the magazine, has been 


Miss Bolway, for the last year 
with Dana Perfumes as publicity 
director, has been named assistant 
promotion director. 


Essex Joins Hutchins 

H. F. Essex has joined the pro- 
duction staff of Hutchins Adver- 
tising Company of Canada, To- 


House Delays 
Action on Joint 


Census Studies 
Bureau Speeds Work, 


However, on 1948 
Industry Figures 


appointed promotion director, and | ronto. 


WASHINGTON—The 1948 Census 
of Manufactures was assured last 
week, but the House marked time 
on legislation which would round 
out the picture with a simultane- 
ous Census of Business and Dis- 
tribution. 

The Census Bureau was already 
moving ahead on the first postwar 
manufacturing canvass as the ap- 
propriation of $4,000,000 for that 
purpose was forwarded from Con- 
gress to the White House. 

Dozens of .the estimated 190 
schedules for various types of man- 
ufactures were circulating among 
industry groups, and a number 
were already cleared and awaiting 
forwarding to the printer. 

The manufacturing census is 
currently authorized every. two 
years. On the other hand, the 
business and distribution census 
cannot be taken until 1950 unless 
Congress adopts new enabling leg- 
islation. 


Urge Simultaneous Studies 


A reform in the census proce- 
dure, providing for simultaneous 
censuses in these fields every five 
years, has long enjoyed strong 
governmental and industry ap- 
proval. 

Legislation to this end passed 
the Senate in April, and cleared 
the House civil service and post 
office committee in June. 

However, though this is a mat- 
ter of vital importance to the Cen- 
sus Bureau, the bill was not re- 
ferred by Committee Chairman Ed 
Rees (R., Kans.) to the rules com- 
mittee for assignment of time for 
debate and a showdown floor vote. 

Instead, it was placed on the 
“consent calendar’, a group of 
supposedly non-controversial bills 
which are passed without debate 
provided no objection is raised. 


Hagen Still Hopeful 


After a three-week wait, the 
census bill was reached Monday. 
It failed to pass because Rep. 
Ellsworth Buck (R., N. Y.) ob- 
jected. 

The objection meant serious de- 
lay, but Rep. Harold Hagen (R., 
Minn.) who is sponsoring the bill, 
remained hopeful that another try, 
possibly today (July 14) would be 
more successful. 

Meanwhile, Census supporters 
nervously watched the approach 
of the proposed July 26 adjourn- 
ment date. They fear that further 
delay might prevent the appropri- 
ations committee from acting on 
the $13,500,000 budget request 
which must be considered once 
the enabling legislation clears 
Congress. 

Final House and Senate action 
on the Census Bureau’s regular 
1948 budget assured little more 
than “minimum sustenance” for 
monthly and quarterly reports on 
production and sales. 

As it went to the President, the 
bill allows $5,700,000 for that pur- 
pose, compared with $9,273,000 
available this year and $11,000,000 
requested for 1948. 


Two Join ‘Good House’ 


| Edmund D. Baxter, formerly as- | 

sistant sales manager of American | 

Home Foods, New York, and | 
|James S. Swan, long active in| 
/sales and merchandising work in| 
‘the food field, have joined the! 

sales staff of Good Housekeeping, 
‘in the New York and Chicago 
| Offices, respectively. 


sales facts of your product 
vs. your competitor's in 


WORCESTER grocery stores! 


Take out all of the guesswork about how your product 
stands competitively in Worcester grocery stores. Get 
the story complete in the 9th Annual Survey of Retail 
Distribution of Grocery Store Products. Free copies are 
waiting for you. Write New England Newspapers Adver- 
tising Bureau, 516 Statler Bldg., Boston; any office of 
Moloney, Regan & Schmitt; or the Telegram-Gazette. 


the TELEGRAM -GAZETTE 


WORCESTER, MASSACHUSETTS 
a . GEORGE F BOOTH Publisher - 


MOLONEY, REGAN & SCHMITT, INC., NATIONAL REPRESENTATIVES 
OWNERS of RADIO STATION WTAG 
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FIRST CONSUMER AD—This two-color 

ad in Life Aug. 25 will start a $500,000 

magazine drive by Lewyt Corp. for its 

new vacuum cleaner. Hicks & Greist, 
New York, is the agency. 


Lewyt to Spend 
$1,000,000 in Ad 
Drive for Cleaner 


NEw YorK—Lewyt Corporation 
will spend about $1,000,000 in the 
next 12 months to advertise its 
new Lewyt vacuum cleaner. 

The campaign starts with a 
full-page bleed insertion in Life 
Aug. 25, followed by full-page 
four-color ads in The Saturday 
Evening Post Sept. 6 and 27, and 
a similar ad in Good Housekeep- 
ing in October. Later magazine 
ads have not yet been decided on, 
but additional space will bring 
the magazine expenditure’ to 
$500,000. 

Lewyt will also put up $400,000 
to be matched by dealers in a 
cooperative newspaper campaign. 
Copy will stress the cleaner’s 
powerful motor, light weight, 
silver-like appearance and “Triple 
Filter.” 

The cleaner was first introduced 
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to the trade last January but pro- 
duction only recently got going 
and first shipments will be made 
this month. The company’s first 
training clinic for salesmen will 
be held here July 28. 

The company has set up a 
vacuum cleaner division to handle 
the product. Walter J. Daily, for- 
merly director of advertising for 
Bendix Home Appliances, South 
Bend, Ind., is manager of the 
division, and J. Nugent Lopes, 
formerly director of advertising 
and public relations of National 
Gypsum Company, Buffalo, has 
been named advertising manager 
of the division. 

Hicks & Greist is agency for 
Lewyt. 


Carter Appoints MacKay 
Head of PR Department 


Condon MacKay, assistant man- 
ager of the public relations de- 
partment of Carter Oil Company, 
Tulsa, Okla., has 
been appointed 
manager of the 
department. He 
will direct the 
advertising and 
public relations 
in Carter’s 24- 
state marketing 
area. 

Mr. MacKay 
succeeds C. D. 
Watson, who will 
now devote more 
of his time to 
representing the company at im- 
portant hearings before govern- 
mental authorities and at industry 
conferences. 


Condon MacKay 


Six Join Federation 


The following have joined Ad- 
vertising Federation of America: 
Fuller Brush Company, Hartford, 
Conn.; Anderson, Davis & Platte, 
New York agency, and Critchfield 
& Co., Chicago agency; Daily Sun, 
Goose Creek, Tex.; Evening Out- 
look, Santa Monica, Cal., and Sta- 
tion WOSH, Oshkosh, Wis. 


For example, according to Hooper 
Report Fall-Winter 1946-1947: 


FANNIE BRICE SHOW 


Every CBS PROGRAM 
ON WMBD HAS A 


PEORIA HOOPER RATING 


cgher THAN THE 
NATIONAL 


PEORIA HOOPER RATING 28.4 
NATIONAL HOOPER RATING 14.5 


Program by program, WMBD pulls a bigger share of 
the audience. The comparative ratings for the 
Fannie Brice program are typical. On the 65 CBS 


programs currently aired, individual Hooper ratings 


on WMBBD average twice as high as the national ratings- 
sound proof of WMBD’s domination of the rich 


Peoriarea market! 


Cash in on the audtence- 
IN PEORIA 


Conus with WMBD 
REA IT’S 


PEORIA, ILLINOIS CHARLES C CALEY. 


FREE & PETERS... 


- National Representatives 
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Continental Motors 
Launches ‘Start 


Flying Now’ Drive 


MuskeEcon, Micu.—The personal 
plane industry, which isn’t enjoy- 
ing the postwar sales spurt it an- 
ticipated, is getting a badly needed 
shot in the arm from one of its 
suppliers — Continental Motors 
Corporation—which has launched 
a “Start flying now” drive. 

The company has temporarily 
dropped its competitive advertis- 
ing to run a new campaign aimed 
at broadening the industry’s mar- 
ket by getting more of the non- 
flying public air minded. Maga- 
zine, farm and business publica- 
tion copy, to continue through 
August, will stress the utility of 
the personal plane and each ad 
will be slanted to the medium in 
which it appears. Fixed base op- 
erators are told how they can 
cash in on the campaign by using 
tie-in newspaper ads. 

The media list includes Business 
Week, Country Gentleman, Farm- 
er-Stockman, Farm Quarterly, 
Flying, Midwest Farm Paper Unit, 
Newsweek, Progressive Farmer, 
Skyways, Southern Flight, Suc- 
cessful Farming, United States 
News and Western Flying. 


Heavy on Farm Market 


Various ads emphasize that 
more “flying farmers” are adopt- 
ing the light plane as a _ useful 
machine; that “It’s good business 
to fly’; that non-fiying aviation 
enthusiasts ought to take those 
flying lessons they’ve considered. 
Continental Motors gets in its own | 
story briefly with the reminder 
that there’s a wide selection of | 
personal planes available and | 
most of them are powered with | 
Continental Red Seal aircraft en- | 
gines. 

Continental Motors has_ sent 
broadsides to 8,000 fixed base op- | 
erators, including competitive 
dealers as well as its own, with | 
an offer of free newspaper mats | 
which may be used above the, 
dealer signature. No mention of | 
Continental is required except | 
where the operator handles its_ 
products. Operators are urged to. 
support the drive locally and as- | 
sure their share of flight lessons, | 
increased plane rental business | 
and sale of aircraft, engines and) 
parts. | 

Wallace-Lindeman, Inc., Grand | 


“PREFERENCES in 
INDUSTRIAL LITERATURE” 


EDWARD STERN & CO., INC. 


Printers Since 1971 Ta 


Rapids, is the agency. N. W. Hop- 
kins is Continental Motors’ ad- 
vertising manager. 


Marshall Field Swaps 
Publicity for Initials 

Marshall Field, publisher and 
editor of the Chicago Sun, has 
swapped some free publicity in 
Chicago for Fort Myers, Fla., 
police call letters—WFMF. Mr. 
Field wants the letters’ for 
his new Chicago FM__¥ station 
because they match his own 
initials. The free publicity will 
consist of printing Fort Myers’ 
balmy winter temperatures as 
compared with Chicago’s chilly 
thermometer readings during the 
tourist season. se, 

The Florida city has agreed ‘to 
the deal and has asked FCC for 
new police call letters. 


Oneida Names Bodleed 


Oneida Ltd., Oneida, N. Y., has 
named Edward B. Bedford pub- 
licity manager. Mr. Bedford has 
worked on the company’s adver- 
tising and marketing problems for 
25 years. 


Ad Distributors 
Add 35 Agents; 
Set Up Ad Fund 


New York — Advertising Dis- 
tributors of America has selected 
35 of its more than 200 inde- 
pendent distributors of advertis- 
ing material and samples as its 
exclusive agents. A two-year con- 


|tract will be set up which will 


include a special fund of 242% of 
gross business of these 35 dis- 
tributors and ADA’s own 34 offices 
to promote nationwide distribution 
advertising. 

George P. Johansen, secretary- 
treasurer of ADA, told ApDvERTIs- 
ING AGE that on the basis of 1946 
business, more than $100,000 will 
be available for advertising. Ad- 


vertising Distributors’ business 
|}amounted to $4,500,000 last year, 
of which $2,000,000 was through 
|the company’s own offices and 
$2,500,000 through independent 
| distributors. 

| The campaign will get under 


way about Oct. 1, with 75% of 
the budget earmarked for business 
papers and 25% for daily news- 
papers. Heretofore, ADA has 
spent between $10,000 and $15,000 
annually for advertising. The ads 
will be placed direct. 
Advertising Distributors, Mr. 
Johansen reported, has reached its 
prewar level of bookings, with 
business booked a month ahead, 
and quotations on new business 
running at double any comparable 
period in the company’s history. 


Prepares Directory 
on the Variety Market 


Syndicate Store Merchandiser, 
Inc., 79 Madison Ave., New York, 
has prepared a directory, entitled 
“Syndicate Store Merchandiser 
Directory of the Variety Market,” 
which gives listings and data per- 
taining to the variety field. The 
directory is divided into seven 
sections—manufacturers of mer- 
chandise, manufacturers’ repre- 
sentatives, jobbers and _ whole- 
salers, store equipment manufac- 
turers, materials suppliers, real 
estate and insurance, and variety 


43 


store syndicates. It sells for $7.50 
a copy. 

The “Directory of Limited Price 
Variety Store Syndicates,” for- 
merly published by the Syndicate 
Store Merchandiser as a separate 
edition, has been incorporated in 
the new directory. 


Joins Four A’s 
Smalley, Levitt & Smith, Los 
Angeles, has joined the American 


Association of Advertising Agen- 
cies. 


T 
ITS READERS 


Building ~ 


SUPPLY NEWS 


In Fairmount Park—Sadie the Steno Meets Llewelyn the Banker 
these days—But Only Outdoor Advertising Reaches Them Both 


PHILADELPHIA—THIRD G.O.A. MARKET and third 
largest city of the United States . . . home of 2 million 
Americans who spend more than a billion and a half 
dollars annually! Center of industry and finance, Phila- 
delphia draws the enormous buying power of an addi- 
tional million and a half in the surrounding areas— 
Camden, 22 important Philadelphia suburbs, 27 Eastern 
Pennsylvania towns and cities, 16 New Jersey com- 
munities! 

In Philadelphia, as elsewhere in the United States, 
today’s wealth is no longer concentrated in the pockets 
of a few. It’s spread out . . . shared by all income 
classes of people. 

Outdoor Advertising is the one medium that sells all 
classes. It reaches the clerk at Wanamaker’s, the produce 
man from Dock Street . . . and it doesn’t miss the Banker 
from Broad and Market. It tells your sales message to 
the student at Bryn Mawr as well as the steno at the 


City Hall. It blankets Philadelphia from Bucks County to 
Chester County, from the river to Montgomery County. 


To sell them all you must reach them all. Do this by 


using Outdoor Advertising . . 


. no other medium gives 


you such complete coverage at so little cost. 
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Walter Lowen 
ii PLACEMENT AGENCY 


= 
Headquarters since 1920 for 


ADVERTISING PERSONNEL 


Executive © Copy ® Art ® Clerical 


Resumes requested before registration 
on all executive and copy positions. 


420 Lexington Avenue 
New York 17, N. Y. 
LExington 2-8862 


Reader's Digest seeks man 
to write Mail-Order Copy 


The man who gets this job will get a 
good salary to start with and will 
have a great opportunity to become 
an important circulation executive on 
The Reader's Digest. He will work 
under and have the help of a seasoned 
direct mail expert, who will coach 
him and help him to sell subscriptions 
in large quantities by mail for Amer- 
ica's favorite magazine. He must have 
imagination and writing talent, and 
an understanding of how to use words 
to influence thinking that will produce 
sales. This requires ability to hold a 
reader's interest and to create a 
powerful urge to order now. If he is 
under 35, rather than over, that will 
help. We want a college graduate 
of good personality and with a good 
mind. Tell us your age, education, 
experience and the salary you ex- 
pect. If you have a spare snapshot 
of yourself, include that too. Your 
letter will be held in confidence if you 
so desire. NOW write one of the 
best letters you ever composed to 
Promotion Dept. B-4, Reader's Digest, 
Pleasantville, N. Y. 


Merchandise Presentation 
Display Specialist 


We're looking for a man who has diversi- 
fied experience in displaying merchandise 
for both windows and interiors. 

He may have been employed by a De- 
partment Store, Chain organization, or 
Advertising Agency. He must be able to 
create own ideas; art background helpful, 
but not essential. This is a chance of a 
life-time for a top-flight man to broaden 
his field and become affiliated with a 
progressive organization, located in Phila- 
delphia, Pa. specializing in display aids 
for chain store, dealer and distributor 
organizations of a national scale. Write 
resume of background, experience and 
personal data; send photo if available. 
Our staff knows of this ad. 


Box 6745, ADVERTISING AGE 
330 W. 42nd Street, New York 18, N. Y. 


"Nutshell" Course in 
TOP FLIGHT COPYWRITING 


New, condensed 12-lesson. course . . . gives 
Bedapacy a“ & ee ue in simple, step-by. 
step form. erful for “cubs” 

wishing to Reve in the profession. In- 
cludes principles of layout design, type 
specification, etc. Only $1.00 wena a 
Money back in 5 days if not satisfied—but 
you will be! ADCO COURSES, 3538-A-2 
Bevis Ave., Cincinnati 7, io. 


per column inch. Regular card discounts on multiple insertions and space over 5 inches apply on display 


HELP WANTED 


HELP WANTED 


ADVERTISING & PUBLISHING 
ALL TYPES OF POSITIONS 
Placements anywhere in the 

United States 
GEORGE WILLIAMS—Personnel 
209 S. State St., Har. 2063, Chicago 


CONTACT EXECUTIVE 
Medium size Chicago agency seeks 
services of well grounded advertis- 
ing man to join its staff as account 
executive. We want a man who is 
able to turn leads into business and 
soundly serve advertisers in terms 
of our well-developed methods. We 
don’t want a beginner, yet we’re not 
interested in locating a man with 
business in his pocket. Write full 
details. Give references. All appli- 
cations will be kept strictly confi- 
dential. 

Box 9018, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


FRED J. MASTERSON 
Advertising & Publishing 
Personnel 
Piacements of all types with leading 
organizations 
185 N. Wabash Ave., Chicago 


COPY WRITER 
Wanted by medium size Chicago 
agency to help busy copy chief. Ex- 
perience in consumer package goods 
desirable. Write full details. 
Box 9017, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


ADVERTISING & PUBLISHING 
Recognized Personnel Service. Op- 
erating nationally since 1914. Con- 
fidential intermediary. Both to Em- 
ployer and Employee. 

SHAY AGENCIES 

30 W. Washington St., Chicago 3 
SPACE BUYER 
We need an experienced space buyer 
to assume full responsibility for 
planning, buying and handling media 
for several accounts. If you are 
between 28 and 40, and have had at 
least 3 years space buying experi- 
ence, you might be our man. Please 
call or write to Wm. Frietsch, Jr., 
Director of Media. 
McCann-Erickson, Inc., 
318 S. Michigan Ave., 
Chicago 4, Illinois 


ADVERTISING MAN 

Daily paper in western Pennsylvania 
has a steady position open for young 
man in display advertising depart- 
ment. Prefer one who has had some 
experience in copy writing and lay- 
out work. In replying please state 
age, experience and salary expected. 
Box 9032, ADVERTISING AGE 
330 W. 42nd St., Nw York 18, N. Y. 
ARTIST—Our expanded art dept. 
has opening for layout man with 
agency or studio creative exper. 
Crisp, modern style for national 
accts. Jones Frankel Co., 180 N, 
Wabash, Chicago. 


AD MANAGER 
Excellent position for man 35 to 41. 
Must Know all phases newspaper, 
magazine, outdoor. New York area 
resident. Salary around $12,000. Re- 
ply with brief business history. 
Strict confidence. We will not check 
your past or present employer until 
after interview. ne —- know 
of this opening. Rep to: 

Box 9037, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. 


POSITIONS WANTED 


COPYWRITER 
Alert woman wants copywriting pos. 
in agency. 9 years exp. Adv. Mer. 
cosmetic company. Chicago only. 
Box 9036, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


PROMOTION-PUBLIC RELATIONS 
Expert at institutional writing: 
standout brochures, polished ad 
copy, top news releases, radio. Asst. 
promotion mgr. Chgo. paper 3 yrs., 
now university eublie relations man; 
33, married, B.S. 

Box 9035, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


Artist—free lance, studio experience 
modern designs, comprehensive lay- 
outs, finishes: Countey FO 5-5482. 
Box 9034, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


June grad., Psych. maj., some typing 
and office exp., wants adv. training 
work ;—copy, prod., or research, with 
advertiser, agency, trade paper or 
retail org. $37.50. 
Box 9033, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


Competent young woman. 12 years 
experience in advertising campaign 
planning from budget, rough layout 
copy through production. 

Publicity and promotion background 
in shows, stunts or product build up. 
Research techniques, questionnaire 
development, testing, analysis, etc. 
In all media: newspaper, magazine, 
radio. Master’s degree in business 
administration. 

Interested in doing a really first 
class job as advertising, promotion 
or public relations director for a 
food, radio, electronic or _ plastic 
manufacturer. For $7,500 a year and 
a future, will go anywhere in the 


world. 

Box 9039, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 
MISCELLANEOUS 
FOR SALE: One 24” Levy Process 
Camera Gallery Type. Complete 
with copy board and transparency 
holder, all fluorescent lighting for 
transparencies and copy. Copy lights 
on movable light stands. Carbon 
ares if desired. One 19” Process lens 

available for sale 
Box 9038, ADVERTISING AGE 
330 W..42nd St., New York 18, N. 


Ef 


New AFA 5th District 
Names Sando Governor 


The 5th district of the Adver- 
tising Federation of America, at 
an organization meeting in Cin- 
cinnati, elected Briant Sando, 
sales manager of the Courier- 
Journal Job Printing Company 
and president of the Advertising 
Club of Louisville, as governor of 
the district. A. W. Voorhis, presi- 
dent of the Indianapolis Advertis- 
ing Club, was elected lieutenant 
governor, and Mrs. Viola Erick- 
son of the Cleveland Women’s Ad- 
vertising Club was named sec- 
retary-treasurer. 

AFA’s 5th district includes all 
clubs in Indiana, Kentucky and 
Ohio. The first annual district 
convention has been set tentatively 
for early October, with Columbus 
as host city. 


Opens Own Office 

Aileen Charde Fogarty, until 
recently director of public rela- 
tions for Miss America, has opened 
a public relations office under her 
own name at 480 Lexington Ave., 
New York, to specialize in ac- 
counts of interest to women— 
cultural, educational and indus- 


————— 


WANTED 


District Sales Managers by Leading 
Maker of Quality Radio-Phonographs 


In line with sales expansion program of our client, a leading man- 
ufacturer of quality radio-phonographs, we are asking three or 


four top-grade salesmen for district manager's positions. 


Experi- 


ence should include thorough knowledge of high-class retail stores 
and their promotional practices plus some acquaintance with the 
furniture and music business. Excellent income opportunity for 


qualified applicants. Write: 


MAXON Inc., 919 No. Michigan Ave., Chicago 11, Ill. 


trial. Initial accounts include the 
Women’s National Institute and 
the Women’s International Expo- 
sition, which the institute spon- 
sors. 


Ads Make Britains 
‘Meter Conscious’ 


The Ministry of Fuel and Power 
has launched a campaign to make 
people in Great Britain “meter 
conscious,” with an appropriation 
of about £100,000. Half of the 
funds will be devoted to news- 
paper advertising, a quarter to 
posters and the remainder to other 
media, including direct mail. The 
postal authorities are cooperating 
by distributing some 14,000,000 
leaflets to householders, giving gas 
and electricity meter-reading in- 
formation. 


Hicks Appoints Two 
Lawrence Boles Hicks, New 
York agency, has appointed 
George Weissman, general man- 
ager, as director of media, and 
Mildred Demby as space buyer. 


Elects Giddings V.P. 


E. Cleveland Giddings, assist- 
ant to the president of Capital 
Transit Company, Washington, 
for the past four years, has been 
elected a vice-president. 
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NEW PREXY INSTALLED—Glen E. Martin, right, retail ad manager of B. F. 
Goodrich Co., took over the responsibilities of president of the Akran Adclub 
at the annual meeting, which celebrated the group's second anniversary. The 
others are Galen G. Cartwright, left, retiring president, and John S. Knight, 
president and editor of Knight Newspapers, who spoke at the meeting. 


Mat Shrinkage 
Rule Great Help, 
Finn Tells NAEA 


But Major Papers 
Must Adopt Plan 
Too, He Insists 


San FRANcIsco — The standard 
measurement of advertising 
adopted by the Newspaper Ad- 
vertising Executives Association 
last June is working out satis- 
factorily for the big majority of 
member papers, Karl T. Finn, ad- 
vertising director, Cincinnati 
Times-Star, told members attend- 
ing NAEA’s midyear conference 
here last week. 

He pointed out, however, that 
confusion over mat shrinkage and 
overage billing practices is bound 
to continue until the large metro- 
politan newspapers cooperate with 
the association’s plan. It was put 
into effect by cooperating papers 
last fall. 

“More papers have cooperated 
on the standard of measurement 
than on any other one thing we 
have ever attempted,’ Mr. Finn 
announced. “Yet we cannot be 
satisfied. We must do our utmost 
to influence all newspapers to 
adopt the standard immediately.” 

Excluding Canadian news- 
papers, Mr. Finn reported that 
263 member papers had informed 
the committee in charge that they 
are operating by the standard. 
Only 58 member papers have an- 
nounced they have not adopted 


it. According to Mr. Finn, 103 
member papers have failed to 
answer the committee’s question- 
naire. 


Lists 550 Papers Now 


Mr. Finn told the conference 
that his committee has a record 
of more than 100 other news- 
papers which have adopted the 
standard. “In _ fact,” he said, 
“Standard Rate & Data shows a 
total of 550 newspapers now on 
the standard.” 

Only one paper replying to the 


portunities. 


replies confidential. 


Unusual Opportunity for 
Qualified Circulation Manager 


Successful business publisher in Middle West has opening for experienced 
circulation manager with record of success in organization and promotion. 
For the right man, this is a life-time job with unusual compensation op- 
He must know ABC and CCA procedures and fulfillment 
methods, and must be able to plan and operate budget. Please give full 
details of experience and salary requirements, and enclose photo. 


Address Box 6762, ADVERTISING AGE 
100 E. Ohio Street, Chicago 11, Illinois 


All 


questionnaire reported a reversal 
of policy after adopting the stand- 
ard, Mr. Finn said. The paper took 
this action after discovering that 
other papers in the same metro- 
politan area had not adopted the 
standard. 

Among comments quoted by 
Mr. Finn expressing satisfaction 
with the standard were: ‘“Gen- 
erally excellent. Has cut down 
the number of deductions to al- 
most nothing. . . It has been a 
God-send to us. I estimate that 
we have increased our national 
billing from $60 to $150 a month 
above former procedure, same 
linage, and have eliminated ad- 
justments at end of billing period. 

. It has proved extremely help- 
ful in measuring and billing. Much 
less delay in agency payments and 
very few disputed bills, by com- 
parison... 

“Despite some early difficulties 
with a few agencies, the standard 
measurement regulation has 
worked out to our satisfaction. 
Prior to its adoption, shrinkage 
claims by agencies ranged from 
$175 to $225 per month as com- 
pared with claims now totaling $5 
to $15 a month.” 


Explains Oversize Policy 


Mr. Finn reported that recent 
meetings of NAEA and Four A’s 
executives have sought to clear up 
misunderstanding among agencies 
over the suggestion made to the 
Association of National Adver- 
tisers that excessive white space, 
resulting from shrinkage, would 
be eliminated largely if plates and 
mats were oversized about 2%. 
Mr. Finn pointed out that this 
suggestion was not meant as a 
definite policy to be established 
by all agencies. 

There have been instances, said 
Mr. Finn, where agencies objected 
to charges for more ~space than 
the depth ordered. This has oc- 
curred because of less than aver- 
age shrinkage, he explained. 

“The standard states definitely, 
‘the newspaper agrees to publish 
and bill advertisement in exact 
space ordered,’” he said. “It 
seems evident that newspapers, 
if they are complying with the 
standard, should follow it to the 
letter. If material presented will 
not shrink to the ordered depth, 
the agency should be notified be- 
fore the ad is published.” 


Joins Van Besta 


Harry A. Hebberd, formerly ac- 
count contact man of H. B. Le- 
Quatte, Inc., has been named sales 
manager of Van Besta Company, 
Brooklyn, manufacturer of pre- 
pared desserts. 


Gets Book Account 


The Montreal office of Baker 
Advertising Agency has been ap- 
pointed by the Grolier Society 
Ltd., Toronto, to handle the French 
division of its advertising for a 
new French set of books. 
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Fitch Asks FTC 
to Crack Down. 


on Competitors 


WaAsHINGTON—The F. W. Fitch 
Company asked FTC last week to 
drop its charges against Fitch ad- 
vertising—or do something about 
the advertising of other shampoo 
makers. 

The Fitch motion claims that 
FTC’s attack on Fitch advertising 
has resulted in “a serious com- 
petitive disadvantage.” 

It marshals dozens of exhibits 
to show* that its competitors— 
Listerine, Drene, Prell, Halo and 
others—use claims resembling the 
Fitch claims FTC has questioned. 

Fitch attorneys adopted an ar- 
gument introduced by Park & Til- 
ford a year ago. Under charges 
for misleading advertising of Tin- 
tex, Park & Tilford told the com- 
mission .that ‘other members of 
the household dye industry used 
the same techniques. 

Following an investigation, the 
commission suspended action on 
the case against Tintex, and dealt 
with dye industry. advertising 
problems through a trade practice 
code, the first such attempt under 
thé program promoted by Com- 
missioner Lowell B. Mason. 


‘Far More Sweeping’ 


In its ‘motion last week, Fitch 
contended “the purpose of the 
law and the objectives of the com- 
mission are to police industries 
and the members thereof so as to 
prevent practices which come 
within the condemnation of the 


statute. 

“The accomplishment of this 
purpose and objectives is de- 
feated if one member of industry 
is held to requirements and lim- 
itations which are not applied to 
other members.” 

In suggesting a general study 
of the ‘scalp preparation and 
shampoo industry advertising, 
Fitch asserted that its competitors 
are using claims “far more sweep- 
ing” than the Fitch copy now 
under FTC fire. 

It documented this assertion by 
offering samples of the ads of 
almost every major competitor, 
in which Fitch attorneys had 
carefully underlined statements 
similar to Fitch copy now. before 
the commission. 


Increases Ad Acceptance 


Effective ‘with the Aug. 17, 1947, 
issue, “Everybody’s Weekly,” roto- 
gravure magazine section of the 
Philadelphia Suxday Inquirer, will 
accept school, college and camp 


advertising. ‘The one-time adver-| ‘: 


tising rate will be $2.25 per.agate 
line. 


Pearson in New Post 
William H. Pearson, for 10 


years eastern sales manager of} 


Modern Hospital and Nation’s 
Schools Publishing Company; 
New York, has joined the sales 
staff of Architectural Forum. : . 


Names Posner-Zabin 
Leading Cotton 
York and North Bergen, N. J., 
has appointed Posner-Zabin, New 
York, to handle its account. A 
campaign is being prepared for 
Pearl-Cale pillow cases. 
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Stop that gap! 


There’s a gap in your coverage if you 
forget the billion dollar north Alabama 
market. Sales may be leaking out to 
your competitor. Our business is to stop 
that gap with WSGN’s top place audi- 
ence . . . . Latest Hooperatings show 


WSGN first in daytime (8 AM-6 PM) 


listeners, with 33% of the audience. So, 
for outstanding coverage buy WSGN. 
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EWS - AGE - HERALD STATION 


BIRMINGHAM 2, ALABAMA : 
’ Represented Nationally By Headley-Reed® 
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Mills,’ New 


Heuston Promoted _ 
American Fabrics, quarterly 
published by Reporter Publica- 
tions, New York, has promoted 
Harold Heuston from advertising 
manager to assistant to the pub- 
lisher. Mr. Heuston was formerly 
on the sales staff of Men’s Re- 
porter and Women’s Reporter. 


Gross Appointed 


J. E. Gross, formerly with 


Southern Fisherman and Southern 
Food Processing, has joined Quick 
Frozen Foods and the Locker 
Plant, New York, as eastern ad- 
vertising manager, succeeding 


Starts Gasoline, Drive 


McColl-Frontendé“Oil Company, 
Montreal, has launched a news- 
paper campaign in Canadian 
dailies for Texaco motor oil and 
Fire-Chief’ gasoline. Ronalds Ad- 
vertising Agency, Montreal, is 
handling the campaign. 


NAM Names Sargent 


The National Association of 
Manufacturers has appointed Noel 
Sargent, for 14 years secretary of 
the association, as ‘acting execu- 
tive vice-president, succeeding the 
late Walter B. Weisenburger. Mr. 
Sargent will serve both as sec- 


president unti 
is filled by’ N 


45 


e latter position 
’s directors. . 


x. 
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m™ BLACK LIGHT ACTIVATION om 


DIMENSIONAL ~— BRILLIANT 
FULL COLOR RANGE 


White for complete information 


VELVETONE COMPANY 


F. H. Laavy. 


retary and acting executive vice- 


108 DAVIS STREET, SAN FRANCISCO 


The Kraft Pulp Division, St. Regis Paper 
company, is one of Tacoma's largest 
payroll builders. The plant manufactures 
high-grade bleached, semi-bleached and 
unbleached kraft pulp, sold to the do- 
mestic and foreign trade under the 
brand name ‘‘Tacoma’’. St. Regis is now 
enlarging its Tacoma facilities with a 
new wood preparation plant, a paper 
mill and a bag factory—oan expansion 
program in excess of $8,000,000. 


THERE ARE two basic facts to re- 
member about the Tacoma-Pierce 
County market. First: remember that 
here, in this compact. metropolitan 
area, is Washington State's second 
largest market—second in population, 
retail sales, buying income, indus- 
trial payroll. Second: remember that 
Tacoma can be effectively covered 
ONLY by the leading Tacoma daily. 
The figures at right show why! Make 
the Tacoma News Tribune a “must” 
on every Washington State schedule 


Just Off the Press! 
Complete Data on 
TACOMA 


Washington's 2nd 
Market 


St. Regis-Kraft 


one of the 4,315 diversified 
payroll builders which help 
make Tacoma-Pierce County 


MARKET! 


—for unless you're in the “Trib” you 


aren't doing a thorough job in 
the growing. dynamic Puget Sound 
country. 
THE TACOMA 
NEWS TRIBUNE 7 S % 
COVERAGE IS (4 
Second Tacoma Paper ............ 54% 
Seattle Morning Paper ............ 10% 


Seattle lst Evening Paper .__. 4% 


| 


| Send for Free Copy 


Now Delivering More Than 60,000 Daily! 


No. 4 of a Continuing Series 
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BIG MONEY flows into MAIN STREET 


Main Street merchants are doing a land-office business 


these days. It seems that every farmer has a pocketful 
of iether a long list of things he wants. And while 
the rest of the coutitery is wary of prices, the farmer 
merely smiles and says, ‘‘I need it. Here’s the cash.”’ 
His bank balance is several times greater than ever. 
He’s installing the latest and best machinery for the 
farm in order to cut production costs. He is replacing 
worn out cars for the family and buying attractive 
clothes for his wife. (“Why not?” she says, ‘‘We get a 
fair profit now on hogs instead of losing money.’’) 


Farm families are going to town. 


THE FAMILY NEWS MAGAZINE THAT INFLUENCES MAIN STREET 


More than 1,000,000 circulation 
GRAHAM PATTERSON, Publisher 
Washington Square, Philadelphia 5, Pa. 
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The towns they go to are Main Street communities— 
centers of supply for millions of farm customers, and 
where more than half the nation shops. It’s in these 
places of less than 25,000 population that PATHFINDER 
Magazine reaches a million influential homes including, 
in large proportion, those of merchants, dealers, busi- 
ness leaders. No other family news magazine knows the 
gigantic Main Street market so well. None is so firmly 
accepted there. Your sales messages will be read. . . in 
PATHFINDER—and acted upon...on thousands of Main 


Streets in America. 
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Advertising Age, July 14, 1947 


$100,000 in Ads 
Backs Two Puzzle 


Contests in West 


Gemeroy Heads Fund 
Raising; Agencies 
Place Nat'l Copy 


SEATTLE—Two of the most un- 
,usual puzzle campaigns in the 
country—designed not to sell mer- 
chandise but to raise funds for a 
war memorial and a hospital—are 
being launched this month with 
a total of $100,000 in advertising 
to assure their success. 

The campaigns are directed by 
Gordon F. Gemeroy, a veteran of 
25 years in conducting puzzle 
contests to promote Canadian 
newspapers. Goal for the two 
drives is a net return of $500,000 
in donations and subscriptions to 
the funds. Newspapers, newspaper 
sections and magazines will be 
used to lure the puzzle contest 
fans, of whom Mr. Gemeroy esti- 
mates there are 5,000,000 in the 
USS. 

Convinced that “the day of con- 
tests has just started,’ Mr. Gem- 
eroy recently incorporated here 
as The Gemeroy Company, Inc., 
“public relations counsellors and 
consultants,” with a $50,000 capi- 
talization. In addition to the cam- 
paigns now under way here and 
in Bremerton, Wash., he is work- 
ing with Seattle advertising agen- 
cies on merchandising through 
puzzle contests, and is rounding 
out plans for a completely new 
type of promotion to employ puz- 
zle contests in 1948. 


Would Complete Memorial 


One of the current drives is be- | 
ing conducted for the Seattle Vet- 


erans’ Memorial Committee, de- 
scribed as a “non-profit organiza- 
tion devoted to veterans’ welfare.” 
The goal is a net return of $300,- 
000, to complete construction of a 
Legionnaires’ war memorial in Se- 
attle. The first unit was paid for 
with funds raised during a similar 
campaign directed last year by | 
Mr. Gemeroy. Prizes for this 
year’s contest total $25,000, with 


‘contributed $10, the largest gift 


|asked until a second puzzle was 


top money $10,000. 

The second campaign is more 
unusual. Bremerton citizens, lack- 
ing community hospital facilities | 
and wanting to buy a _ hospital 
built by the Puget Sound Naval 
Base early in the war, asked Mr. 
Gemeroy to raise $200,000. The 
255 cash prizes offered total $20,- 
000, with first prize $6,000. 

Each campaign is backed by 
an impressive group of citizens 
and was organized only after a 
thorough check of the entire op- 
eration. The Seattle committee in- 
cludes Lawrence M. Arnold, board 
chairman, Seattle-First National 
Bank; Stephen F. Chadwick, Se- 
attle attorney and former national 
commander of the American Le- 
gion; Arthur G. Lomax, partner 
in Strang & Prosser Advertising 
Agency and commander-elect of 
American Legion Seattle Post No. 
1; Harry A. Pearson, president, 
Pearson Advertising Agency, and 


contest, 


Dave Beck, international vice- 
president of the Teamsters’ Union. | 
Howard W. Parish, publisher of 
the Seattle Star, is one of the) 
three judges. 


Pruitt on Committee 


PICK DE SOTO-PLYMOUTH RADIO SHOW—De Soto executives and their agency representatives confer on a new Sun- 
day night show, “Christopher Wells," which will be sponsored by De Soto-Plymouth dealers at 10 p.m., EST, on the CBS 
not starting Sept. 28. Left to right are J. B. Wagstaff, vice-president in charge of De Soto sales; John Karol, CBS sales 
manager; Edward A. Byron, producer; C. E. Bleicher, De Soto president; Ben Duffy, president of BBDO, the agency; 
Arthur Pryor Jr., BBDO radio director; Karl H. Bronson, De Soto's director of advertising and sales promotion, and Frank 


J. Mahoney, BBDO account executive. 


used a word-choice puzzle, while 
the current ones are number puz- 
zles. In the current Seattle con- 
test, the entrant is asked, follow- 
ing certain rules, to select 20 con- 
tinuous numbers from a_ puzzle 
square so as to produce the high- 
est possible total. Prizes go for 
high scores, but the amount of the 
first 10 prizes depends in part on 
the amount of contribution ac- 
companying the entry. 

For Bremerton, contributions 
will scale from $2 to $10; for Se- 
attle, $3 to $20. A $2 contribution 
in the Bremerton contest would 
give the high scorer $1,300 as 
first-place money, but a $10 con- 
tribution would net him $6,000 top 
money. The top Seattle scorer can 
collect $3,300 prize money for his 
$3 subscription to the hospital 
purchase fund; $6,100 for $10, and 
$10,000 for $20. 


Builds Direct Mail List 


In the first contest, launched 
last fall and concluded in Febru- 
ary, each of the first nine winners 
asked. Contributions were not) 


sent out as a tie-breaker to 98,000. 
In all, 350,000 persons submitted 


Mother’s Home Life and Seattle 
papers. Additional space is being 
contracted. 

Two features make these con- 
tests unusual, explains their di- 
rector. First, dealing with combi- 
nations of numbers, they appeal 
to people regardless of education 
or skill in expression. No one has 
to submit a written answer, such 
as “Ten reasons why .. .” Sec- 
ond, the contests are largely self- 
judging. A contestant puts down his 
total score on an entry blank that 
shows how he reached that score; 
entries are quickly checked and 
there is no problem of evaluation 
requiring an expensive judging 
organization. 

Between the two world wars, 
Mr. Gemeroy conducted puzzle 
contests in Canada, usually to 
|build circulation for Canadian 
| publications. His first use of a 
|puzzle contest to raise funds for 
|charity was in Kamloops, B. C., 


II. Satisfied with his formula, he 
came to Seattle to apply it nation- 
wide. 


Television Offers 


entries. Their names, plus those of 


150,000 others sent in by contes-| New Yorx—At last television 


tants who said they’d be inter- 
ested in puzzle contests, now pro- 
vide a direct mail list of 500,000 
scattered throughout the U. S. 
To the entire list, Mr. Gemeroy 
sent a complete report on the first 
facsimilies of the win- 


ning charts, names of all winners, | 


and pictures and letters from the 
highest five. He included, of 
course, announcement of the sec- 
ond contest and an entry blank. 

Indicative of the broad response 
to the first drive is the fact that 
four of the five highest scorers 
lived in the East and South, and 
not until the 48th prize was 
reached did any prize money go 
to a Washington state resident. 
Advertising ran in Pictorial Re- 
view and newspaper gravure sec- 
tions reaching a circulation of 
about 15,000,000, and was handled 
by Strang & Prosser. It cost 
$34,200. 


May Exceed $100,000 


Slightly more than $40,000 in 
advertising, including four-color 
copy, has been placed thus far for 
each of the two new campaigns 
and, with additional space to be 
used, the expenditure is expected | 
to reach $50,000 to $60,000 for) 
each. 

The Bremerton contest, handled | 


by Strang & Prosser, will be pro-| yotor Wheel Corporation, Lan- 
Bremerton, across Puget Sound | moted in the full Pictorial Review | sing, Mich., has promoted E. M. 


from Seattle, lists on its commit-| group, weekly gravure sections in ‘Crary from district manager in 
tee F. L. Pruitt, chairman of the | the South, and Seattle newspapers. | the Southwest to assistant sales 


Animated Jingles 


-has proved its superiority over 
radio! It gives the public singing 
| commercials—with illustrations. 

Pioneer in this field is the Gen- 
eral Foods Sales Company, which 
shows an animated cartoon along 
with the beginning and ending 
musical plugs on baseball tele- 
casts over CBS. General Foods, 
through Benton & Bowles, pays 
for the televising of the Brook- 
lyn Dodgers’ home games. 

The animated jingles sing the 
praises of Post Toasties. 


AMA Cites Two 


The American Marketing Asso- 
ciation, in unprecedented action 
of the board of judges of the 
Annual Leadership Awards, has 


cited by letter George Clark 
Thompson, National Industrial 
Conference Board, and W. 


Heusner, director of market re- 
search, Pabst Sales Company, for 
research studies “which did not 
seem to fall within the rules gov- 
erning the awards.” Mr. Thomp- 
son compiled “Organization for 
Market Research,” issued by the 
NICB, and Mr. Heusner was 
chairman of an AMA committee 
study, “Marketing Research and 
Industry.” 


Duo-Therm Ups Crary 


The Duo-Therm division of 


soon after the end of World War | 


Florists Sponsor 
Scholarships at 
Nursing Schools 


NEw YorK—A complete three- 
year nursing scholarship in each 
of the hospital nursing schools 
throughout the country is the goal 
set by the Florists’ Telegraph De- 
livery Association for its public 
service campaign which officially 
opened last week. 

A full-page kick-off ad ran in 
the July 5 Saturday Evening Post, 
stressing the opportunities offered 
by nursing.. Members had pre- 
viously been supplied with de- 
tailed blueprints for action at the 
community level, and told of the 
assistance they can expect from 
the American Hospital Associa- 
tion, nurses’ associations and U. S. 
Public Health Service. 

Although the florists will use 
is Council mats, radio spot and 


display materials, the scholarship 
|}endowment plan reportedly orig- 
|inated with the florist associa- 
tion’s own sales and advertising 
|committee. Enthusiastic response 
| by member florists had already 
/resulted last week in the estab- 
lishment of five scholarships in 
Rochester, N. Y., hospitals and 
three in National City, Cal., with 
many others pending. 

Emphasis of the drive is placed 
locally. Florists’ hospital commit- 
tees have been asked to contact 
hospital superintendents and nurs- 
ing school directors, arrange for 
maximum use of Advertising | 
Council materials, and determine 
scholarships needed. The _ pro- 
gram is scheduled to continue 
throughout the summer, in prepa- 
ration for September nursing 
classes. 

Grant Advertising, Inc., handles 
the account. 


BBC Transfers Straker 

Henry Straker has arrived in 
the United States to take up his 
duties as assistant program di- 
rector of the British Broadcasting 
Corporation’s New York office. 
Except for an interlude during 
which he was on military leave, 
Mr. Straker has been with BBC 
since 1938. : 


Joins American Maize 


Charles H. Sanford Jr. has re- 
signed as vice-president of John | 
T. Graff Company, where he was | 
in charge of educational sales | 
promotion, to become assistant | 
sales manager of the grocery| 
products division of American | 
Maize Products Company, Chi-| 
cago. 


Board of County Commissioners |The new Seattle campaign is be-| manager. He joined the company | 


and a part owner of Station) 
KBRO; Capt. J. W. Robbins, USN, 
commanding medical officer of 
the U. S. Naval Hospital at Brem- 
erton, and 14 other prominent lo- 
cal business and professional men. 

The initial contest last year 


view eastern group, 


ing handled by Pacific National | 
Advertising Agency, whose presi- | 
dent, William H. Horsely, is a} 


member of the sponsoring veter-| 


|ans’ organization. Initial copy has | 


Household, 


in 1929. | 


Kodak Names Struck 


Philip Morris Sales Up 

Sales of Philip Morris & Co.,| 
New York, rose 14% in the second 
quarter of 1947, amounting to | 


| $42,857,669, compared with $37,- 


497,865 for the preceding quarter. 


47 


Says New Labor 


Law Won't Change .-. 


Basic IH Policy 


Cuicaco — International Har- 
vester Company assured the pub- 
lic in paid newspaper space last 
week, as it previously had prom- 
ised its workers by personal let- 
ter, that passage of the contro- 
versial Taft-Hartley labor law 
“will mean no change in the 
fundamental, basic IH policy and 
attitude on employe relations.” 

“Under any laws, good: rela- 
tions come from mutual confi- 
dence, understanding, coopera- 
tion,’ the company declared in 
a public statement which ran as 
a 1,070-line advertisement in all 
dailies and a few weeklies in its 
20 plant cities. It also appeared in 
all Washington papers. The state- 
ment, signed by IH President 
John L. McCaffrey, is a one-time 
shot and backs up the company’s 
letter to employes, mailed in ad- 
vance of the ad copy. 

Mr. McCaffrey also listed these 
other highlights of IH policy on 
employe relations, after explain- 
ing that the company did not 
jump into the heated arguments 
over the bill because of a “long- 
standing policy of taking no part 
in controversial legislative meas- 
ures”’: 


Will Cooperate 


“TH will live up to require- 
ments of new law wherever they 
apply to IH employe relations. 

“We see nothing in the act 
now which disturbs or changes in 
any way the present arrangements 
between IH and its employes on 
such matters as wages, overtime 
pay, seniority, pay for holidays, 
vacations, or incentive systems. 

“TH has no intention of adopt- 
ing any anti-union policy follow- 
ing passage of this act. We will 
not use it in any effort to destroy 
unions, to weaken them, or to 
discredit them. 

“We see nothing in this act 
which is intended to abolish col- 
lective bargaining or to under- 
mine it. 

“TH will cooperate wholeheart- 
edly with the National Labor Re- 
lations Board in the proper ad- 
ministration of this act.” 

McCann-Erickson, Inc., handles 
IH’s institutional advertising. 


Fred Fidler Joins 
Research Institute 


Fred H. Fidler has been ap- 
pointed director of special services 
by the Research Institute of 
America. Before assuming his 
new duties, Mr. Fidler, who was 
president of Cine-Television 
Studios, announced the suspension 
of his video programming activi- 
ties for in-store films. 

He left J. Walter Thompson 
Company in 1944, after 16 years 
with the agency, to establish the 
television company. 


Bundgus Appointed 

Jules J. Bundgus, formerly as- 
sistant director of merchandising 
for Doughnut Corporation of 
America and before that adver- 
tising and publicity specialist with 
Benton & Bowles, New York, has 
joined the merchandising depart- 
ment of American Home Foods, 
New York, as product manager 
for Duff’s baking mixes and G. 
Washington instant coffee. 


Swift Promotes Schuette 


W. F. Schuette, who has been 
with Swift & Co. since 1914, has 
been appointed president and gen- 
eral manager of the Plankinton 
Packing Company, Milwaukee, 


|The sales figures include revenue Swift associate. He succeeds E. G. 

George R. Struck has been ap-| stamps of $21,747,887 purchased | Six, who has been: named man- 

: ; } pointed assistant rhanager of the| during the June period and $18,- ager of the Swift plant in St. 
been placed with the Pictorial Re-| medical sales division of Eastman | 042,988 in the three months ended | Joseph, Mo., replacing the late 


Kodak Company, Rochester. 


‘March 31. 


Walter S. Parker. 
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Monon Marks 100th 


. Year with Promise 


of Velvety Speed 


Cuicaco — The Monon — which 
admitted in a special newspaper 
ad that it hasn’t always met “the 
highest ideals of railroad service” 
—started its second century last 
week with fast-moving plans to 
become the most completely 
Diesel-powered railroad of its 
size in the U. S. 

The Chicago, Indianapolis and 
Louisville Railway Company only 
operates 541 miles of track, and 
has drawn an impressive number 
of editorial and cartoon barbs 
over the years from such’ native 
Hoosiers as George Ade, James 
Whitcomb Riley, John T. Mc- 
Cutcheon and Booth Tarkington. 

But its plans for the future, 
under an aggressive new manage- 
ment headed by John W. Bar- 
riger, president, are set forth in 
1,000 and 1,500-line newspaper 
ads that ran July 7 (the Monon’s 
100th birthday) and July 8 in 
all Chicago papers, the Chicago 
Journal of Commerce and Wall 
Street Journal, four Washington 
dailies, Louisville Courier-Journal 
and Times, Indianapolis News, 
Star (full page) and Times, and 
42 “on line” Indiana towns. 


‘Life Line’ for Indiana 


Headlined “A century of service 
at the crossroads of America,” the 
copy signed by Mr. Barriger says 
that today’s Monon (an Indian 
name for “swift running’) is a 
Diesel-powered interpretation of 
modern railroad service. 

“It is a veritable ‘life-line’ for 
Indiana—carrying the raw ma- 
terials from its farms and mines 
and quarries—its many finished 
products and its people—from 
point to point throughout the 
state and making of Indiana a ‘cor- 
ridor’ which connects the Great 
Lakes with the South. 

“Passenger service on the new 
‘Hoosier line’ will soon provide 
the newest and finest of stream- 
lined, Diesel-powered trains with 
the newest innovations in travel 
comforts and conveniences, which 
will literally float with velvety 
smoothness on our rehabilitated 
and modernized roadbed and 
track.” 


New Era Ahead 


With other carriers, Mr. Bar- 
riger declares, the Monon sees 
1947-48 “as the dawn of a new 
era in swift, safe and comfortable 
passenger service and ‘on time’ 
operation of fast-scheduled freight 
trains.” 

The Monon went into receiver- 
ship in 1933; passenger traffic had 
dwindled and freight trains ran 
when the boxcars were filled. The 
war revived freight traffic. Trus- 
tees last year brought in Barriger, 
who had been an RFC adviser, 
worked with the rival Pennsyl- 
vania, and operated the strike- 
bound Toledo, Peoria & Western. 
He ordered 1,300 of the road’s 
3,000 boxcars scrapped, to be re- 
placed as soon as possible; and 
he ordered 32 Diesel engines. 

Then he purchased 23 hospital 
cars from Uncle Sam and asked 
designer Raymond Loewy to con- 
vert them to up-to-date coaches 
and diners. Loewy also designed 
a new Monon logotype and “M” 
trademark for the line, which will 
appear on all of the new Diesels. 


Profit by 1949? 


The Monon is still operating at 
a loss, but its monthly revenue 
figures are 50% above last year. 
It set aside $517,000 for new 
equipment during the first quarter 
of °47, showing an_ operating 
deficit of $128,000. By 1949, the 
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PLANNING AHEAD—The Monon railroad marked its 100th birthday last week 


with this large-space newspaper copy in 


hicago, New York, Washington, 


Louisville, Indianapolis and 42 "on line" Indiana towns promising "the most 


completely Diesel-powered railroad of its size in the nation." 


Ewell & Thurber 


Associates, Chicago, is the agency. 


Monon chief believes earnings will 
pay for improvements and show 
a modest profit. 

The Monon’s centennial celebra- 
tion will include a series of jubilee 
events along the line this sum- 
mer, climaxed by a birthday party 
July 27-30 at New Albany, its 
“birthplace.” A highlight will be 
the “Showtrain,”’ reminiscent of 
the old American showboat, which 
will be dispatched from Chicago 
to Louisville during the last week 
of July. Old and new trains will 
be exhibited along the line, roll- 
ing into New Albany the after- 
noon of July 30 to start a parade 
and civic demonstration. 

Hoosiers will “Say it with 
music” this year, since eight songs 
about Indiana and its home rail- 
road have just been published. 
Music stores throughout the state 
will soon feature the sheet music 
and record album. The album, 
containing four double-faced rec- 
ords, features the French Lick 
Springs Hotel orchestra and 
selected singers from the “Hoosier 
Highball,” the 1947 show of the 
Indiana Society of Chicago, which 
played up the Monon centennial. 

Ewell & ‘Thurber Associates 
handles the account. 


Ricketts Heads Sales 


of Nyal and Jamieson 


M. M. Ricketts has resigned as 
general sales manager of William 
R. Warner & Co., New York, to 
become vice-president in charge 
of sales of Nyal Company and 
Jamieson Pharmacal Company, 
Detroit. Both companies were ac- 
quired recently by Heyden Chem- 
ical Corporation, New York. 

Mr. Ricketts was _ previously 
with subsidiaries of American 
Home _ Products’ Corporation, 
Wyeth, Inc., and Standard Lab- 
oratories, a William R. Warner & 
Co. subsidiary. 


Manley Names Landsheft 


Manley, Inc., Kansas City, Mo., 
manufacturer of popcorn machines 
and supplies, has named Land- 
sheft, Inc., Buffalo, to handle its 
advertising. The company is now 
marketing a retail package of raw 
popcorn for home popping, which 
will be promoted nationally in 
over 100 newspapers and on 50 or 
more radio stations. 


One-Cent Sales 
Introduce ‘Trim’ 
on Pacific Coast 


CHICAGO — Pepsodent Division’s 
new olive oil hair tonic, Trim, 
made its bow to the Pacific Coast 
market last week with a one-cent 
sale promoted via network radio 
and newspaper ads. Business pa- 
per copy and sales brochures are 
telling druggists all about the 
company’s newest product, which 
will eventually go nationwide. 

The Lever Bros. Company unit 
started a sales test of Trim in 
May, 1946, using newspapers and 
spot radio in Harrisburg, Utica, 
South Bend and Spokane. Effec- 
tiveness of a two-for-one sale and 
house-to-house sampling was 
tested. 

Trim, the result of ‘four years 
of laboratory research and actual 
tests on more than 15,000 hair 
tonic users,’ employs a patented 
process which Pepsodent says sets 
it apart as “the first hair tonic 
ever made containing pure virgin 
olive oil.’ The druggists’ bro- 
chure points out that “until Pep- 
sodent scientists tackled the prob- 
lem, no manufacturer had ever 
successfully used olive oil in a 
hair tonic. These were unsuccess- 
ful because the process for pre- 
serving olive oil in its pure form 
was not discovered.” 

The West Coast campaign in- 
cludes ads in principal Sunday pa- 


pers and two radio programs: the. 


half-hour drama, “Count of Monte 
Cristo,” over the Mutual-Don Lee 
network Tuesdays, 8-8:30 p.m., 
PST, and a new show over the 
CBS Pacific network, Wednesdays, 
9-9:30 p.m. PST. 

The introductory drive offers 
Trim at one bottle for 60 cents, 
the second bottle for one cent. 

Foote, Cone & Belding is the 
Pepsodent agency. 


Appoints Kemper Agency 
Acme Aluminum Alloys, Inc., 
Dayton, has placed its advertising 
with Don Kemper Company, Day- 
ton. A business paper and direct 
mail campaign will feature two 
new aluminum casting alloys. 
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Below-Cost Policy 
Assailed by FIC 
in Sparkplug Case 


WasHINGTON — The FTC last 
week broadened its charges 
against the business methods of 
the Champion Spark Plug Com- 
pany, Toledo, to include Section 
3 of the Clayton anti-trust act, 
which deals with tie-in contracts 
and other agreements preventing 
dealers from buying where they 
please. 

The Champion case, originated 
back in 1939, emerged from war- 
time hiatus to bring to trial dur- 
ing April and May some of the 
most important legal questions re- 
lating to discounts and to the 
pricing of “private brand” mer- 
chandise. 

In its original complaint, FTC 
accused Champion of selling plugs 
to auto makers below cost, in an 
effort to improve its chances of 
selling car buyers replacement 
plugs. 


‘Great Advertising Value’ 


The complaint points out that 
more sparkplugs are sold for re- 
placement than for original equip- 
ment; that the ability of a spark- 
plug manufacturer to sell his 
product in the replacement field 
depends largely upon the extent 
to which it is used for original 
equipment; ‘“‘that the adoption by 
a well-known automobile manu- 
facturer has great advertising val- 
ue and that automobile manufac- 
turers customarily recommend to 
dealers and to car owners that in 
making replacements and repairs 
they use only parts of the same 
kind and manufacture as_ those 
with which a car was originally 
equipped.” 

According to the amended com- 
plaint, Ford, Hudson, Studebaker, 
Packard, Graham-Paige, Willys- 
Overland and other manufactur- 
ers pay as little as six cents for 
plugs, while dealers pay 21 to 26 
cents. 

Asserting that the six-cent price 
is less than cost, FTC sees re- 
placement purchasers “compelled” 
to “subsidize” in part the pur- 
chasers who enjoy the lower 
price. 


Sell Through Own Setup 


FTC sees the “below cost’ pol- 
icy as a major factor in securing 
the replacement business for 
Champion because ‘manufactur- 
ers who purchase Champion plugs 
for original equipment also pur- 
chase them for resale and sell 
them through their own distribu- 
tion systems, which carry them 
almost exclusively.” 

The commission claims various 
types of distributors who com- 
pete with each other pay Cham- 
pion different prices, without re- 
lation to cost. Some distributors 
pay 26 cents, some manufacturers 
24 cents. Socony-Vacuum Oil 
company and Atlas Supply com- 
pany pay 23% cents; Ford Motor 
company 21 cents, according to 
the amended complaint. 

The commission finds Champion 
selling private brand plugs “of 
like grade and quality” to Mont- 
gomery Ward at 18 cents. 

The Clayton Act charges stem 
from various types of “exclusive 
dealer” contracts which provide 
discounts for dealers who buy 
Champion plugs for all their re- 
quirements. The result of such 
contracts, FTC says, “is to close 
a substantial number of actual 
and potential accounts for the 
distribution and sale of competi- 
tive products.” 


Appoints Buchanan 
Graham V. Buchanan has been 

appointed sales manager of New 

Idea Furnaces Ltd., Ingersoll, Ont. 
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Tappan Range 
Has Clock Timing; 
Ad Drive Readied 


Cuicaco — Tappan Stove Com- 
pany last week unveiled a new 
line of its gas ranges which fea- 
ture automatic control and half 
a dozen other innovations. 

The Mansfield, O., company, 
one of the four top makers of gas 
ranges, will advertise the line in 
nine magazines, via radio and in 
a dealer cooperative newspaper 
program this fall. 

Besides clock control of the 
Tappan oven, the range includes 
a device automatically setting 
cooking time and temperature for 
119 foods; a larger oven, with 
glass door; new “Pyroglas” burner 
covers providing uniform heat for 
cooking; divided top with large 
space for preparing dishes; serv- 
ing trays, etc. Bottled gas may be 
used. 

Production of the new ranges 
began last week. Sold direct to 
dealers, they will be available to 
consumers early this fall. Adver- 
tising will start on the new ranges 
late in September. Magazine ads 
will include an opening full-page 
black-and-white insertion in The 
Saturday Evening Post and two- 


color ads in October and Novem- 
ber in Better Homes & Gardens, 
Country Gentleman, Ladies’ Home 
Journal, McCail’s, Pathfinder, 
Progressive Farmer, Successful 
Farming and Woman’s Home Com- 
panion. Additional magazines will 
be used next winter. 

Tappan will also participate in 
the ABC “Bride and Groom” 
show, Wednesday and_ Friday 
nights. Its dealer co-op news- 
paper drive, handled separately 
by sales territories, provides that 
Tappan pay one-third of space 
costs. 

Griswold - Eshleman Company, 
Cleveland, handles the account. 


Union Uses Posters 


The AFL - International Union 
of United Automobile Workers of 
America is using 171 outdoor post- 
ers to woo Allis-Chalmers Mfg. 
Company workers in Milwaukee 
to select it as the bargaining 
agent in an election to be held by 
the National Labor Relations 
Board. Its competiters are the 
Allis-Chalmers Workers _ union, 
Local 248, UAW-CIO, which con- 
ducted a prolonged strike, and an 
independent union at the plant. 


‘Sales Execs Elect 


E. C. Bolton, Cincinnati district 
manager of Cutler-Hammer, Inc., 
has been elected president of the 
Cincinnati Sales Executives Coun- 
cil. Other officers elected are: 
Marshall N. Terry, director of 
promotion activities of Station 
WLW, vice-president; Jack H. 
Price, vice-president of Cabin 
Creek Consolidated Coal Sales 
Company, treasurer, and Jessie 
McMullen, Cincinnati Chamber of 
Commerce, secretary. 


Kodak Stores to Picard 


Eastman Kodak Stores, Inc., 
has appointed Picard Advertising 
Company, New York, to handle 
its advertising. A newspaper cam- 
paign is in production. 
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Joins Ad Staff F 


of Columbia Pix | 


New York—Lady Iris Mount-| Sept. 8-9. National Publishers 
batten, great- granddaughter of| Association, annual meeting, Es- 
Queen Victoria and cousin of King sex and Sussex Hotel, Spring Lake 
George VI of Beach, N. J. 

England, has Sept. 15-17. Southern Newspa- 
joined the staff per Publishers Association, an- 
of Columbia Pic- | nual convention, Arlington Hotel, 


tures, where she Hot Springs, Ark. 


will drop the 
“Lady” in favor 
of “Miss” Iris 
Mountbatten and 
work on public- 
ity, advertising 
and exploitation. 

Christened. Iris 
Victoria Beatrice 
Grace, Miss Mountbatten is the 
daughter of the Marquess and 
Marchioness of Carisbrooke, and 
a cousin of Lord Louis Mount- 
batten, Viceroy of India. She 
studied stage decor and costuming 
at the London Theatre Studio 
with Michael St. Denis, and dur- 
ing World War II, worked as a 
nurses’ aide in a Sussex hospital. 

“T like being Miss Mountbat- 
ten,” Columbia’s new employe re- 
marked. “It conforms to a way 
of life I like so well that I am 
making my home in the United 
States.” 

Lady Iris is no stranger to ad- 
vertising. Currently her likeness 
and enthusiastic endorsement are 
helping to sell Warrens Mint 


Iris Mountbatten 


Cocktail gum in magazine ads and | 


car cards. 


Sullivan Surveys Video 
for ‘New York News’ 


B. O. Sullivan, in the local and 
national advertising departments 
of the New York News since 1927, 
has been appointed to survey the 
television market for the paper 
in preparation for the opening of 
the News’ television station. 

In 1941 he made a similar study 
for the Associated Press, prelim- 
inary to sale of AP service to 
radio networks. 


Champion Promotes Two 


Champion Paper & Fibre Com- 
pany, Hamilton, O., has appointed 
H. W. Suter, vice-president and 
general sales manager, director 
of sales, and Herbert W. Suter Jr., 
manager of the Cleveland office, 


general sales manager. 


Sept. 15-18. National Associa- 
tion of Broadcasters, 25th annual 
meeting, Atlantic City. 

Sept. 18-20. Affiliated Advertis- 
ing Agencies Network, annual 
meeting, Hotel Schenley, Pitts- 
burgh. 

Oct. 6-8. Association of Na- 
tional Advertisers, annual meet- 
ing, Hotel Chalfonte, Haddon- 
Hall, Atlantic City. 

Oct. 6-9. Financial Advertisers 
Association, annual convention, 
New York. 

Oct. 12-15. Pacific Council, 
American Association of Adver- 
tising Agencies, annual conven- 
tion, Ahwahnee, Yosemite Na- 
‘tional Park, Cal. 

Oct. 16-17. Audit Bureau of 
Circulations, annual meeting, Chi- 
cago. 

Oct. 19-22. Mail Advertising 
Service Association, annual con- 
vention, Hotel Cleveland, Cleve- 
land. ; 

Oct. 23-25. Direct Mail Adver- 
tising Association, annual conven- 


tion, Hotel Carter, Cleveland. 

_ Oct. 23-25. Life Insurance Ad- 
|vertisers Association, annual 
|/meeting, Chateau Frontenac, Que- 
| bec. 

| Oct. 29-31. Association of Ca- 
| nedian Advertisers, annual con- 
vention, Royal York Hotel, To- 
ronto. ; 
| Nov. 8-9. 


Southwestern As- 
|sociation of Advertising Agencies, 
‘fall convention, El Paso, Tex. 


Photographer Appoints 


| Haynes-Provost Studio, New 
| York, commercial photographer, 
has appointed George Homer Mar- 
tin Associates, Newark, to direct 
its sales promotion. Business 
papers and direct mail will be 
used. 


Names Pressman A.M. 


' Eugene, Ore. 


Collins Miller & 
ollins Miller 


= Hutehings 


E. Charles Pressman has been) 
general sales manager. Harold E. | named national advertising man-. 
Wright has been named assistant, ager of the Register-Guard, | 


Surveys over the years have always shown that the 
samples covered consisted of reader families of larger 
than average size—of 5 or more persons compared 
with less than four in the usual family. The difference 
is due to the greater number of children. In these 
family circles you find hearts more closely united, and 
a deeper faith in practice as well as in belief. When 
these families read your advertising on the pages they 


look to with full confidence, their sincerity will be 


promptly reflected in the response you receive. 


C. D. BERTOLET & CO., INC. 


Advertising Representatives 


CHICAGO 
30 N. Dearborn St., CENtral 0481 


NEW YORK 
110 E. 42nd, Rm. 803, Lex. 2-6176 
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Reader Adds Praise | 


for a ‘Modest Guy 

To the Editor: ine Ad- libbing | 
about W. Bruce Haughton in the) 
June 23 AA, you mention that | 
after knocking around in the pub- | 
lishing business, eventually 


Haughton wound up as vice-| 


president of Golfing. 

As a matter of reportorial ac- 
curacy, Bruce was vice-president 
of Golfers Magazine, not Golfing. 
I was associated with Golfers 
Magazine up to 1921, preceding 
him by about a year. 

I give “a grand guy” a great 
deal of credit for the way he has 
bounced back and for the extra- 
curricular work he is doing for 
the Alcoholics Anonymous cause. 
With it all, he is a modest guy 
who is not looking for any pub- 
licized glory—a rare type of 


This department isa reader’s forum. Letters are welcome. 


human being who apparently is 


willing to play the toughest kind 


'of a course for the good of the 
cause without asking for any 
strokes. 
More power to him! 
JOE GRAFFIS, 
Publisher, Golfing, Chicago. 
vvy 


Cartoon Caption Fits 
Plastron Fabric Story 

To the Editor: T’ain’t funny, 
McGee! I mean the cartoons of the 
scientists you reprinted recently 
with the caption, “It’s a world- 
shaking discovery—but we’ll need 
a photogenic redhead in a bathing 
suit to get into the news.” 

Our client, maker of Plastron 
plastic film products, was one of 
nearly 500 exhibitors from all 
over the world at the recent In- 
ternational Textile Exhibition at 


the Grand Central Palace. He 
knew that merely showing the 
material, however meritorious, 
would not be enough in that huge 
exhibition. So we took one of the 
shower curtains in a black lace 
pattern, cut it up into a bathing 
suit and had it photographed on 
a well-stacked model. We deco- 
rated the Plastron both with a 
colored enlargement and suitably 
illuminated Kodachrome trans- 
parencies and titled them “A Look 
into the Future—the Transparent 
Bathing Suit.” 

The Daily News featured the 
suit as the big news of the show, 
as per attached clipping. Other 
results to date: Pictures sent out 
by five services, news flashes by 
American and British wire serv- 
ices, over 600 clippings, television 
broadcast, newsreel, magazine 


thinking modern 


1°) 
is part of this minute’s 


1°) 
faster, 


lithographic production... 


Oo ° 
and a prime factor in the 


progressive development of 
HAYNES LITHOGRAPH Company. 


,, a Sayed “Ree lo 
jotiew owe wcodleca Thinking: 


BALTIMORE: 


30 WEST 25TH STREET 


*. Phone: BELMONT 086! 


WASHINGTON: 1140 EAST-WEST HIGHWAY, SILVER SPRING, MD. @ Phone SLIGO 8000 


NEW YORK: SUITE 303-4, 424 MADISON AVENUE e Phone: 


CLEVELAND: 


1836 EUCLID AVE., 


CLEVELAND, OHIO e 


PLAZA 8-2740 


MAIN 9241 


PHILADELPHIA: THE INQUIRER BUILDING e RITTENHOUSE 6-5988 


SSS 


HAYNES cma 


° 
1°) 


oO 
LITHOGRAPH CO., INC. 


IN SILVER SPRING, MARYLAND, pies uel TO THE NATION'S CAPITAL 


oO 


@eeeeeeee ee @ @ @ @FOR CLARITY, COLOR AND CONSISTENT QUALITY 


cover in color (now on press), 
plus many requests for personal 
appearances of the model at fash- 
ion shows and bathing beauty 
contests. 

Although we mentioned speci- 
fically that the suits were not 
practical for beach wear just yet, 
so many inquiries have been re- 
ceived as to where they can be 
purchased, that what started as a 
gag may well develop into a new 
beach mode of vast and exciting 
possibilities. 

JESSE LEVINE, 
Vice-President, Fashion Ad- 
vertising Company, New 
York. 


¥ 2 F 


Not Staid, Not Static 


To the Editor: We were con- 
siderably taken back to note the 
marked reference to the Wall 
Street Journal in your issue of 
June 16. 

We not only know that we have 
outgrown this description many 
years ago, but we thought that 
we had done this in the thinking 
of your own editorial staff. Our 
reason for this was the very fine 
interpretation you printed con- 
cerning our growth and transition 
last fall. 

On the preceding page of your 
June 16 issue, you will find one of 
our typical, current ads, captioned, 
“Don’t Let the Name Fool You.” 
So may I refer your editorial staff 
to your own advertising columns 
in the hope that in the future our 
name does not fool them. 
THEODORE E. CALLIS, 
Advertising Manager, Wall 
Street Journal, New York. 
P.S. We really aren’t mad. 
[Editor’s Note: Reader Callis 
refers to AA’s story on the Bawl 
St. Journal, described as “a bur- 
lesque of the staid financial news- 
paper.” In AA, Oct. 28, 1946, he 
recalls, we reported that the Wall 
Street Journal was far from staid 
or static.] 
» | 2 


Mr. Bradshaw Dissents 

To the Editor: You are com- 
pletely daffy [for reproducing the 
British “Work or Want” ad and 
editorializing on it, AA, May 19]. 

Who wrote this? Should your 
wife work harder and take in 
washing and go out nights and 
scrub floors—after looking after 
you and the home and the shop- 
ping and the children—just be- 
cause you in your asininity spend 
your $20,000 a year income in 
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booze, gambling and throwing it 
around loose to books, shysters, 
politicos—and nitwits? Sh ou ld 
she? 

Don’t play the other fellow’s 
game—unless you want another 
Hitler and no freedom and nothing 
but slavery. It has taken tens of 
thousands of years to get away 
from this. 

Use your space to plug for a 
“Boston Tea Party”’—down with 
waste. Out with 10-20-50% of peo- 
ple’s money in taxes and squand- 
ering same. 

H. BRADSHAW, 

H. Kohnstamm & Co., Chicago. 


a 


Survey Attracts Notice 

To the Editor: I want to tell 
you how much we appreciate the 
excellent report of our display 
survey that appeared in your 
pages. I know from the numerous 
requests we are receiving for 
copies of the survey, which can 
be directly traced to your pages, 
that the survey has come to the 
attention of many interested per- 
sons in the industry. 

EDWIN VAN Brunt, 

Promotion Manager, The 

Progressive Grocer, New 

York. 


Campaign Makes Success 
of 125th Anniversary 


To the Editor: We are enclosing 
advertising and publicity material 
from a campaign which we com- 
pleted recently for a local client, 
the First National Bank & Trust 
Company, of Greenfield, Mass., 
upon the occasion of its 125th an- 
niversary. 

We think this might interest 
you as an example of the public 
relations effort of a small-town 
bank. The campaign began on 
April 28, with a series of weekly 
advertisements in the Greenfield 
newspaper, pointing up the 125th 
anniversary of “Franklin County’s 
oldest bank.” The theme was his- 
torical and “community-minded”’ 
in keeping with the bank’s role of 
service. 

Newspaper advertising was sup- 
plemented by one-minute radio 
announcements in the same his- 
torical vein. 

All advertising and publicity 
led up to “open house” at the 
bank on May 24, at which time 
visitors were taken on a tour of 
the bank and presented with a 
copy of the folder “A_ Trip 


Through the First National Bank 


4 NORTH DAKOTA 


1946 Cash Farm Income 


$542,870,000.00 


Reach This Wealth-belt Through North 
Dakota's Leading News- 


paper. 


Members: Audit Bureau of 
Circulations, Northwest Daily 
Press Assn. 


Representatives, 
Kelly-Smith Company. 
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& Trust Company.” 

The anniversary booklet of “125 
Curious Stories & Little - Known 
Facts, Past & Present, about 
Money & Banking in Greenfield & 
Its Environs” was conceived as a 
gift souvenir of the bank’s 125th 
birthday. A departure from the 
conventional type of historical 
booklet commemorating such an 
occasion, it was designed to be 
both entertaining and lasting, 
since it is the only compilation of 
its kind in this locality. 

Approximately 5,000 copies of 
the anniversary booklet were 
mailed out to regular customers, 
friends and others who requested 
it as a result of radio and news- 
paper publicity. In addition to 
individual requests, the School 
Board of Greenfield asked the 
bank to supply the booklet for use 
as a text in the town’s elementary 
schools. Results of this public 
relations campaign were gratify- 
ing both among local people and 
outsiders. Apparently, the First 
National’s 125th birthday was a 
great success. The officials of the 
bank are still receiving com- 
ments on the booklet and requests 
for additional copies both from 
local persons and from bankers 
and others outside of this locality. 

The entire campaign was con- 
ceived and handled throughout by 
the Channing L. Bete Company, 
Inc., in conjunction with the of- 
ficers of the bank. 

RICHARD R. BRUCE, 

Vice-President, Channing L. 
“Bete Co., Inc., Greenfield, 

Mass. 

vv¥eegy 


Spots Maid of Cotton 


To the Editor: Have all hands 
reported to your sleuths that the 
“Cotton Fresh” transit ad cam- 
paign’s current car card has a fe- 
male with her arms draped 
around a male in the process of 
getting dressed and that said fe- 
male wears no wedding ring? 
And in Boston, too. Tut, tut! And 
“stay cotton fresh; you’re at your 
best when fresh from the skin 
out.” Hmmm, fresh all right. 

ANN WHITE, 
West Roxbury, Mass. 
FF 


Uses Listerine Quote 


To the Editor: “Love Got On 
At Buffalo” may be an ad that 
looks like a story, but when Booth 
Tarkington wrote “Mary Smith” 
years ago, it was a story. 

Changing Mary Smith to Mary 
Jones and moving her from Chi- 
cago to New York isn’t going to 
hurt Tarkington’s reputation— 
BUT, and I quote from the ad, 
“Isn’t it foolish to run _ such 
i a ae 

CLARENCE L. MarrTIN, 
Monson, Mass. 
+ FF F 


WFPDF Please Copy 


To the Editor: Nellie Tayloe 
Ross won’t like you for insinu- 
ating that the mint takes over the 
activities of the Bureau of Print- 
ing and Engraving. Your cartoon- 
ist should visit Washington some 
time. 

JOHN R. KELLEY, 

Capitol Radio Engineering In- 

stitute, Washington, D. C. 
[Editor’s Note: Mr. Kelley refers 
to a cartoon ad of Station WFDF, 
Flint, Mich., which appeared in 
AA, June 23.] 
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Proofreaders Are Hardy 


To the Editor: More refreshing 
than a breeze off the lake is a 
second glance at your caption on 
the inclosed picture. 

Therein the phrase, “...while 
. . . ‘looks on’,” actually has been 


its weight in gold!” *¥ 
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CARNU OFFER—S. C. Johnson & Son, 
Racine, Wis., is using newspaper copy 
for its offer of two sets of personal car 
initials with the purchase of a package 
of Carnu auto polish. Extensive point 
of sale material is backing the offer, 
first made on the Fibber McGee and 
Molly radio program last month. 


Barker Greeting 


Cards Expanding 
in Sales, Outlets 


CINCINNATI—Barker Greeting 
Card Company, which has had a 
rapid rise in the $120,000,000-a- 
year greeting card business since 
1945, this year will spend about 
$75,000 in advertising. 

Last year Barker spent $40,000 
to advertise its cards, nearly all 
of which are humorous or have 
novel approaches to usual senti- 
mental messages. Radio _ spots, 
used widely last year, without 
much success, have been dropped, 
and the company this year is 
using trade publications and in- 
creasing its expenditure on win- 
dow streamers, counter displays 
and other point-of-sale material. 
The advertising is placed direct. 


Gabel Joins ‘Journal’ 


The organization was formed 
in September, 1945, by two ex- 


Rolland J. Gabel has joined the |G-Is—Al Barker and Bill Shane, 
national advertising sales staff of both 37-year-old Cincinnatians. 


the Journal, Portland, Ore. 


First printing humorous verses 


which they had sent to each other 
during the war, the partners found 
immediate strong reception from 
stationers and other retailers. 

Barker’s weekly payroll has ex- 
panded constantly. It now turns 
out hundreds of thousands of 
prints yearly from some 400 dif- 
ferent designs. It has secured 
outlets in nearly all stores, most 
of which formerly handled only 
one other line. 


Atlas Names Geary V.P. 


Edward Powell Geary, formerly 
with Colonial Steel Company, Va- 
nadium Alloys Steel Company and 
Rustless Iron & Steel Corporation, 
has been named vice-president and 
general sales manager of Atlas 
Steels Ltd., Welland, Ont. : 


Seek Catholic Ad Network 


The formation of a national ad- 
vertising network of Catholic pub- 
lications is expected to be con- 
summated at a meeting to be held 
at the Hotel Commodore, New 
York, July 21. The purpose of the 
network will be to sell member 
publications to national adver- 
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tisers as a single package. Ray 
McCarney, head of R. W. Mc- 
Carney Company, Philadelphia 
publishers’ representative, is chair- 
man of the organizing committee. 


Names Taylor-Reed 


Taylor-Reed Sales Corporation, 
Glenbrook, Conn., has been ap- 
pointed by Horlicks Corporation, 
Racine, Wis., to market all Hor- 
licks products in the United States. 


RATE & DATA GUIDE 


Mailed for the asking to 
National Advertisers and 
any Recognized agency. 


CONTROLLED - CIRCULATION 
Newspapers of America, Inc. 


1253 East 53rd Street Cleveland 14, Ohio 


Controted-Circulation 
Newspaper 
BATE & DATA GUIDE 


reworked —for a change — into) 

“Beams Joyously.” 
Such departures must startle 

the best of proofreaders. | 

GEorRGE S. AMES, 

Mutual Life Insurance Com- 
pany of New York, Norfolk, 
Va. 


Here’s your answer 


625,000 Chicago area housewives will read your 
advertising messages in the Downtown Shopping 
News. They live in the higher bracket rental areas 
of the city and suburbs—and from an income stand- 
point they are “better able to buy” your products 
too, based on recent impartial surveys. 


But here’s the important thing—they want the 
Downtown Shopping News—they read it regularly 
—and the whole 625,000 get it delivered twice a 
week right at their doors. 


This wanted on-the-door circulation is your Chi- 
cago market wrapped up in one package—it dom- 


i 


Lhicago 
owntown 


39 South State Street 


sopping 


inates. the whole Chicago pantry area—and it’s vours 


for a milline rate of $1.20. 


Write today for details of the Shopping News 
Hand-Tailored Merchandising and Advertising 
Plan now being used successfully by other impor- 


tant national advertisers. 


National Representatives 
JAMES A. COVENEY CO. 


NEW YORK 
501 Fifth Ave., Zone 17 
Phone Murray Hill 2-8404 


BOSTON 
89 Broad St., Rm. 515 
Phone Liberty 4160 


CW A 


Chicago 3 


CHICAGO 


39 S. State St., Zone 3 
Phone Franklin 8619 


ST. LOUIS 


316 N. 8th St., Zone 1 
Phone Chestnut 2400 
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Tight Fuel Supply | 
Cuts Installation | 
of Oil Burners 


MINNEAPOLIS — New oil burner 
installations this year will total 
only 532,000—instead of the 1,- 
000,000 anticipated—the American 
Petroleum Institute’s marketing 
committee was advised here re- 
cently. 

Carl Jonswold, Arrow Petrol- 
eum Company, Chicago, and dis- 
trict division chairman of the 
Oil-Heat Institute of America, 
presented the figures, which were 
gathered for the institute’s fuel 
oil supply committee by Fueloil & 
Oil Heat, New York. Major reason 
for the drastically lower estimate 
for °47, said Mr. Jonswold, is the 
continuing oil shortage. 

Walter Hockuli, marketing chief 
for the Texas Oil Company, New 
York, flatly opposed any kind of 
advertising which would urge the 
public not to burn oil for heat- 
ing purposes. 

The marketing committee auth- 
orized appointment of a new 
group to prepare a pamphlet out- 
lining ways to use fuel oil more 
efficiently. Use of these suggested 
methods, Mr. Hockuli declared, 
should result in a 10% saving of 
fuel oil, enough to overcome the 
present shortage. 


Standard Outdoor Rates 


To Rise 5% in 1948 

Rates in t’se Standard Outdoor 
Advertising Network show an av- 
erage increase of 5%, according 
to Standard Outdoor Advertising’s 
1948 Rate Book, which lists allot- 
ments and costs for 1,600 cities 
and towns. The cost of reaching 
the 18,000,000 consumers claimed 
for the network during 1948 will 
be $69,370 per month, which in- 
cludes a 100-showing of 2,965 
panels, of which 757 are illum- 
inated. 

The network embraces 32 mem- 
ber-participants from Maine to 
Texas and Florida to Idaho, and 
includes the third through the 
sixth largest outdoor advertising 
plants in the United States: 
Packer Corporation, Cleveland; 
John Donnelly & Son, Boston; 
United Advertising Corporation, 
Newark, and Walker & Co., De- 
troit. 


Raymond Agency Moves 

Larry Raymond Company, Los 
Angeles agency, celebrated its 11th 
anniversary by moving to larger 
quarters at 959 Crenshaw Blvd. 
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From Comic Strip sketch | 
courtesy King Features — 


statuette of 
potent 
Popeye. 


Strong men hit hard in 
selling or building good will 
especially if they're mighty 
Multi creations. Signs, 
plaques, trade-marks, stat- 
uettes and novelties that 
pack a wallop. 


MULTI PRODUCTS, INC. | 
CHICAGO 8, ILLINOIS 


: er tee 
Brute ouUY 


Westinghouse’ strong salesmen ap- 


P even ger, 3p on 
with ‘Tuff Guy" contest awards. 


Dobie Appoints Kelley 


Russell T. Kelley Ltd., Hamilton, 
Ont., has been appointed to handle 


| the Canadian advertising of George 
Dobie & Son, London, England, 


manufacturer of Four Square to- 
bacco. 


KSD-TV Names Wilten 


Marjorie Wilten, head of an ad- 
vertising agency bearing her 
name, has been named fashion di- 
rector of KSD-TV, St. Louis Post- 
Dispatch television station. 


\Cincy Admen Get 


Chance to Play 
Peddlers’ Golf 


(Picture on Page 55) 


CINCINNATI—Magazine and farm 
publication representatives cover- 
ing the Cincinnati territory gave 
their annual Cinciama golf party 
at Maketwah Couthtry Club June 
26, with 246 guests in attendance. 

A. V. Stegeman, Wadsworth 


Watch Case Company, won low 
gross. Other prize winners were: 
low net, Dick Peck, Procter & 
Gamble; Flight A, Ted Fisher, 
Pedlar & Ryan; Flight B, Jim 
Hunter, Country Gentleman; 
Flight C, Tom Talley, Savage & 
Talley. 

General chairman of the event 
was Robert Whitaker, Good 
Housekeeping. Al Butler, Mc- 
Call’s, handled invitations, Dick 
Garner, Macfadden Women’s 
Group, was treasurer, and War- 
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ren Reynolds, Capper Publica- 
tions, handled the dinner. Prizes 
were arranged by Ev Rutherford, 
Ideal Women’s Group, and the 
tournament was handled by Harry 
Thomas, Southern Planter. 


Joins Houston Agency 


Gene Cuny, formerly assistant 
stage manager of Radio City 
Music Hall, New York, has joined 
the radio department of Wilhelm- 
Laughlin- Wilson & Associates, 
Houston agency. 


THE SIZE OF THE OUTSIDE AUDIENCE WILL STARTLE YOU 


on the Pacific Coast, too! 


*The outside Pacific Coast market is that vast area outside the metropolitan county areas in 


which the regularly Hooper-surveyed cities (Los Angeles, San Francisco, Oakland, San Diego, 


Portland, Seattle and Spokane) are located. In 1946, retail sales totaled almost four billion dol- 


lars in this outside Pacific Coast market. A C. E. Hooper survey of 276,019 coincidental telephone 


calls proves that only Don Lee covers both inside and outside markets. 


Count the people and the dollars in this big, outside audience (where 4,594,000 of the Coast’s 
12,633,200 people spent $3,736,889,000 in retail sales during 1946). This outside market gets 
complete coverage only with Don Lee (the above mentioned C. E. Hooper Survey proves it). 


Put your show on Don Lee, the only network that blankets all of the Pacific Coast audience. 


ONLY DON LEE offers 42 stations (twice as many as Network “A”; over 3 times as many as 


Network “B” or “C’’) to do the job of INsIDE and OUTSIDE coverage. 
J g 


DON LEE IS A BETTER BUY than any other Pacific Coast network because it not only 
delivers MORE LISTENERS but does so at a LOWER COST PER THOUSAND radio families. 


(More than 9 out of every 10 radio families on the Pacific Coast live within 25 miles of a DON LEE station.) 


Watch the reactions of this impressive outside audience when your show’s on Don Lee, the only 


network with enough facilities to reach both the inside and outside markets on the Pacific Coast! 
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Gets Food Account 


BWB Foods, Inc., packer and 
canner of various food products 
ii Mexico, N. Y., has named Fel- 
lows - Bogardus, Syracuse, to 
handle its advertising. Car cards, 
newspapers and point-of-sale ad- 
vertising will be used. 


Names Hodges 


Jack Hodges has been appointed 
Los Angeles representative of 
Western Buyer, effective with the 
August issue. 


Sheridan Joins Miner 
Sheppard Sheridan, formerly art 
director in the New York office 
of Lennen & Mitchell, has joined 
Dan B. Miner Company, Los An- 
geles, in the same capacity, suc- 
ceeding Gordon Provonsha. 


Rejoins Printing Firm 

Roy Cowan has resigned as 
manager of the New York office 
of Taylor-Howe-Snowden Radio 
Sales to rejoin Southwest Print- 
ing Company, Dallas, as president. 


Two Name Brisacher 


Brisacher, Van Norden & Staff, 
Los Angeles, has been named to 
handle the advertising of Lindsay 
Ripe Olive Company and Mode O’ 
Day Corporation, a group of 450 
retail women’s apparel stores. 


Joins Whitehead 


Terry Hayward, formerly with 
Young & Rubicam’s bureau of in- 
dustrial services, Hollywood, has 
joined John F. Whitehead & As- 
sociates, Los Angeles agency. 


‘Chicago Sun’ 
Buys New Site 
for Own Plant 


Cuicaco—The Chicago Sun has 
purchased a 402-foot site along 
the Chicago River on which it 
will erect an ultra-modern plant 
to house its presses and offices, 
Marshall Field, publisher and 
editor, has announced. 

The $625,000 property on the 


THOMAS S. LEE, President 


LEWIS ALLEN WEISS, Vice-Pres. & Gen. Mgr. 
SYDNEY GAYNOR, General Sales Manager 

5515 MELROSE AVE., HOLLYWOOD 38, CAL. 
Represented Nationally by John Blair & Co. 


———— 
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|north bank of the Chicago River 
and running east from Wabash 
Ave., will be used by the Sun in 
lieu of another plot originally 
selected, because of its water and 
rail transportation availability. A 
six or seven-story building will 
be erected. 

The newspaper has used equip- 
ment of the Chicago News since it 
was first published in December, 
1941. The new plant will have 
the most modern, high-speed 
presses made, Mr. Field said. 


Accounts to Franklin 


Franklin Advertising Service, 
Boston, has been retained by the 
Sjostron Textile Machine Com- 
pany, Lawrence, Mass., and M. S. 
Kondazian & Sons, men’s clothing 
manufacturer, Watertown, Mass., 
to handle their advertising. 


Establish PR Office 


Moreland, Amick & Black, a 
new public relations firm, has been 
established at 3521 N. Knoll Dr., 
Los Angeles. Heading the group 
are W. R. Moreland, Lon Amick, 
R. J. Black and Ted Baer. 


i interchangeable tools 


A constant reminder for your 
prospects . . . a convenient 
premium for your customers... 
a useful prize for your workers. 
(Not a gift the receiver will 
throw away, because it's really 
useful and valuable to have 
around). They fit snugly in the 
palm of your hand — contain, 
within their tread-grip, hollow, 
red plastic handles, a gimlet 
. an instrument type and 
4” screw driver . .. a Phillips 
bit... tack lifter . . . knife 
blade... and a 3/16” chisel. 
Handle is rugged and durable 
. tools are of high-grade 
alloy steel. Kits are extremely 
useful for making emergency 
repairs in the office, home and 
on the farm, and are ideal for 
model builders and hobby- 
crafters. Incidentally, at little 
extra cost, your own name or 
trade mark may be stamped 
on the bright red handle. 
Write for descriptive literature 


and prices. 
AN IDEAL GIFT, 
PREMIUM OR PRIZE 


Over 44 Years in Business 


STANDARD PRESSED } 4 co. 


JENKINTOWN, PA. Box 
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Ellington Appointed 

Mount Airy Knitting Company, 
New York, has appointed Elling- 
ton & Co., New York, to handle 
advertising of Spencer baby gar- 
ments. National consumer publi- 
eations and business papers will 
be used, starting in September. 


Names Parsons Ad Censor 


The New York Herald Tribune 
has moved Jim Parsons from fi- 
nancial advertising manager to ad 
censor. Mr. Parsons joined the old 


Tribune 21 years ago as writer 
of a Wall Street gossip column 
and subsequently became finan- 
cial editor. He will be succeeded 
by Arthur Atkinson Jr., with the 
newspaper’s book advertising de- 
partment since December, 1945. 


Dorland Appoints Irvin 


Roy F. Irvin, formerly with the 
Honig-Cooper Company, Los An- 
geles, has joined the Los Angeles 
office of Dorland, Inc., as man- 
ager of the newly formed indus- 
trial division. 


Don Allen Joins KOA 

Donald E. Allen, recently re- 
leased from the Navy, has been 
appointed night manager and pub- 
licity director of Station KOA, 
Denver, succeeding Willis B. Bal- 
lance, who has rejoined the sta- 
tion’s announcing staff. 


Names Van Zandt V.P. 

J. Parker Van Zandt, formerly 
director of aviation research for 
Brookings Institution, Washing- 
ton, has been named vice-presi- 


dent in charge of a newly created 


international division of American 
Aviation Publications, Los An- 
geles. He will compile and edit 
a new standard reference book, 
“World Aviation Annual,” which 
will make its appearance early in 
1948. 


Names Representative 


Station WARK, Hagerstown, 
Md., has appointed Radio Adver- 
tising Company as its national 
representative. Stewart W. Phil- 
lips is general manager of the 
ABC affiliate. 


Enter the Home Market 


HAND-IN-HAND WITH THE DOCTOR 


RAISING healthy babies, preparing nutritious meals, making better homes for growing 
youngsters — these are the goals of at least 58.4 per cent of the family subscribers to 
HYGEIA. In the activities closest to their hearts, these readers seek and respect the 
counsel of the doctors, nurses and dietitians who write for HYGEIA. 


Your advertising message, appearing side by side with professional advice on infant care, 
foods and physical fitness, will gain acceptance from the company it keeps. 


HYGEIA Family Subscribers’ Circle 


Rates per thousand subscribers in HYGEIA have decreased substantially 


tk 


since 1941. Today your advertising dollars will buy 36 per cent more in 
this health-minded market! Address inquiries to 


gqela 


THE HEALTH MAGAZINE 
OF THE 


AMERICAN MEDICAL ASSOCIATION 
535 NORTH DEARBORN - CHICAGO 10, ILLINOIS 
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Bendix Appliance 
Co-op Campaign . 
Exceeds $900,000 ; 


SoutH BEnp, Inp.—Bendix Home 
Appliances, Inc., together with its 
distributors and dealers, invested 
more than $900,000 for coopera- 
tive advertising in newspapers, 
outdoor and radio during the first 
half of 1947, according to Stewart 
Roberts, its recently-appointed di- 
rector of advertising. 

This cooperative program, which 
is to be expanded during the 
second half, “is without doubt the 
largest in the history of major 
appliances,’ Mr. Roberts declared 
last week. 

The greater proportion of the 
ad expenditure went to promote 
the prestige and sale of the Bendix 
automatic washer, first models of 
which were manufactured in the 
fall of 1937. Records show that 
more than $625,000 was spent for 
newspaper space, more than $200,- 
000 for 24-sheet posters, painted 
boards and bulletins, and $75,000 
for local radio programs and spot 
announcements. 

Announcements of the new 
Bendix automatic ironer will be 
multiplied soon, Mr. Roberts said, 
swelling the cooperative advertis- 
ing disbursement. Impending sales 
messages for another new prod- 
uct, the postwar Bendix automatic 
dryer, also will add to the total. 
In addition to the cooperative ad- 
vertising, the company spent 
$390,000 for national magazine 
and business paper space during 
the six months. 

Under the cooperative ad plan, 
Bendix dealers pay half the cost, 
with the manufacturer and 79 dis- 
tributors sharing the remainder 
equally. 


Co-op Copy Planned 


Starting July 13, dealers and 
distributors will launch a two 
months’ newspaper ad campaign 
in cooperation with the company. 
The ads, mostly full pages and 
1,700 lines, will tie in with dealer 
promotion of the automatic wash- 
er. Estimated cost is $200,000. 
One ad weekly is planned for 
all major markets, with 100 dail- 
ies to be used in as many cities. 
In addition, hundreds of smaller 
dailies and weekly newspapers 
will carry dealer-placed ads of 
from 10 to 40 column inches. The 
co-op program also will include 
outdoor space, spot radio and 
movie trailers. 

A Bendix pledge on prices will 
go in each newspaper ad, stress- 
ing that while material and labor 
costs have “soared,” the price of 
the Bendix washer “has risen 
far less.” “We know that rising 
costs may force a rise in prices 
but we pledge our level best to 
keep them down as long as pos- 
sible,” the company concludes. 

Tatham - Laird, Inc., Chicago, 
handles the Bendix Home Appli- 
ances account. 


PREMIUM 
MAILING 


and 


CONTEST 


JUDGING 


BRUCE RICHARDS 
CORPORATION 


131 E. 23rd St., New York 10 
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Pies are Here 


PILLSBURY 
St PIE CRUST MIX | 


Re wn Now at your grocers 
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APPRECIATION—Frank Gannett (left), head of Gannett Newspapers, and 
Roy Howard (center), president of Scripps-Howard Newspapers, enjoy a story 
with Lord Rothermere at a London reception for the American publishers who 
participated in the first commercial global flight of Pan American's Clipper 


RAILWAY PROGRESSIVES—Robert R. Young (foreground), founder of the 
IN COLOR NOW—First full-color ad- .-—-«- Federation for Railway Progress, shows its advisory committee proposed designs 
vertising for Pillsbury Mills’ Pie Crust for light-weight, high-speed, low center-of-gravity trains (AA, June 2). Left to 
Mix, now near national distribution right: Albert S. Goss, master of the National Grange; Former Gov. Charles 
(AA, July 7) is appearing in Metro- Edison of New Jersey; Admiral William F. Halsey; Former Gov. Philip La Fol- 


eeteteatetetes 


OOOO 
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5 


America. = politan Group colorgravure, Pictorial lette cf Wisconsin; Former Secretary of State Edward R. Stettinius Jr.; M. Lin- 
“=: Review and supplemental media through coln Schuster of Simon & Schuster, book publisher, and William C. MacMillen 
Leo Burnett Co., Chicago. Jr., Federation president. Mrs. Clare Booth Luce is the seventh member of the 

committee. 


INTRODUCTION—Maurice T. Moore (left), chairman of the board of Time- 

Life-Fortune, meets Sir Harold Hartley. In the center are Oveta Culp Hobby, 

executive vice-president of the — a and Lewis W. Douglas, American 
ambassador. 


TALK IT OVER—Guest speakers at the I6th annual conference of the National Advertising Agency Network (AA, July 7) 

hold a briefing session with Oakleigh R. French, St. Louis agency chief and the network's managing director. Left to right: 

Mr. French; Herald Beckjorden, Four A's; Robert Gordon, Curtis Publishing Co.; Lyman Hill, Bureau of Advertising, ANPA; 

Dr. Kenneth Baker, National Association of Broadcasters; George F. Brown, Arvey Corp.; Richard D. Scales, Industrial 
Surveys Co.; Carl Sundberg, National Transitads, Inc., and Jack Spurr, McGraw-Hill Publishing Co. 
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WELCOME—Mrs. Lewis Douglas, wife SHOP TALK—Mrs. Ogden Reid, presi- 
of the U. S. Ambassador to Britain, dent of the New York Herald Tribune, 
makes Gardner Cowles feel at home visits with the Rt. Hon. Brenden 
during a London reception for the tour- Bracken, British newspaper publisher, in 

ing publishers. London. 


CINCINNATI PARTY—Magazine and farm space salesmen covering the Cincinnati area annually give a party for their 
contacts in this area. This year's was a golf party at Maketwah Country Club, at which these pictures were taken: 
upper left, W. K. Downing, Globe-Wernecke; Jim Grieg, Newsweek; Robert P. Marsh, Compton Advertising; Tom Talley, 
Savage & Talley. Upper right, Robert Harkness, Madamoiselle; C. A. Smith, Procter & Gamble; Ashley Ward, Nimrod 
: Lighter; Paul Flavin, Dancer-Fitzgerald-Sample. Lower left, Dave Davidson, Better Homes & Gardens; Roy S. Durstine, 
FROM THE SOUTH—Paul Patterson (center), publisher of the Baltimore Sun, %: Roy S. Durstine, Inc.; O. M. Gale, Procter & Gamble; Ray Clarke, Puck—The Comic Weekly. Lower right, Elmer Ray, 
has a chat with Sir George Usher (left), and Lord Beaverbrook, publisher of =: Globe-Wernecke; Wm. M. Mumm Jr., Mumm, Mullay & Nichols; Phil Reling, Pathfinder; Howard Morgens, Procter & 
the London Daily Express. Gamble; Walter Rowe, Rowe & Wyman. (Story on Page 52.) 
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Walker Appointed | 


Turnley Walker, formerly asso- | 
ciate director of information for 
the Committee for Economic De- 
velopment, has been appointed a 
staff member of Young & Faught, 
New York public relations or- 
ganization. The company has 
moved its offices from 4 E. 53rd 
St. to the Canadian Pacific build- 
ing, 342 Madison Ave. 
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Non-Food Lines 
Strong in Supers, 
New Study Shows 


New YorK—Not many years 
ago, comedians searching for the 
sure boff were apt to joke about 
the many things carried in drug 
, stores, and the frequent lack of 
drugs. Last week, Super Market 
Merchandising showed that the 
trend among super-groceries is in 
much the same direction. 

The business paper found that 


s| 31% of the supers sell drugs and 


have a drug department; 20% 
magazines; 16% greeting cards 
_and related items; 15.5% house- 
wares; 12.5% small appliances; 
12.1% hardware; 10.3% variety 
goods; 8% toys; 6.6% paints; 5.3% 
house furnishings; 4.7% dry goods; 


3.1% major appliances, men’s 
wear, women’s wear, children’s 
wear. 


Only 2.7% carry furniture, and 
only 38% of the ones who do find 


it it sells well. In general, the five 


most-commonly carried non-food 
departments are cosn.:tics, drugs, 
wines and liquors, stationery and 
magazines. 

In all, the business paper sur- 
veyed 3,692 supermarkets in 449 
cities in 45 states. These markets 
carry a total of 121 non-food 
lines, and 60% indicated they 
are planning to broaden their 
merchandising. 


Open Radio Workshop 


The Workshop on Radio in Ed- 
ucation has opened a three weeks 
summer session in Boston with 
four major radio networks, the 
New England Committee on Radio 
in Education and Boston Univer- 
sity cooperating. The Boston stu- 
dios of Stations WBZ and WBZA 
are being used for the morning 
sessions. Four credit points will 
be given those who complete 
courses. 


Names Stanfield Agency 


The Standard Chemical Com- 
pany, Toronto, has named the To- 
ronto office of Harold F. Stanfield 
Ltd., to direct its advertising. 


THE SILENT PARTNER 
OF 8,342* MEN WHO BUY 


Louis S. Bing, Jr., President, Bing Furniture Co., Cleveland, O. 


When a planning conference takes place at the Bing Furniture Co., 
Cleveland, Ohio, REVIEW is there. Louis S. Bing, Jr., turns each 
month to REVIEW’s pages for an up-to-the-minute analysis of cur- 
rent market conditions, important. merchandising and management 
trends and ideas. Because REVIEW’s interpretive articles and fea- 
tures are presented by outstanding Jeaders among furniture retailers, 
its word carries weight . .. not only with Mr. Bing, but with the 8,341 
other furniture store executives who do 85.4% of the total industry 
volume. Advertisers in REVIEW are quick to realize this influence. 


|] FOR DETAILED |; 
REFERENCE DATA |, 


® 
MARKETS EDITION 


*ABC circulation—Dec. 31, 1945 stat 


PUBLISHED BY THE NATIONAL RETAIL FURNITURE 
ASSOCIATION ® 666 LAKE SHORE DRIVE © CHICAGO 11 


ement. 


NATIONAL FURMITURE 


Veteran CBS announcer John Allen Wolfe has resigned to re- 
turn to his native Montgomery, Ala., to become mgr. of Station 
WSFA, an NBC affiliate. Oldest announcer in terms of service at 
Columbia, he has been with the network since 1936. At ABC, An- 
nouncer Milton Cross is recuperating from an operation at St. Luke’s 
Hospital, New York... 

Terence F. McGrath, v.p. of Cecil & Presbrey, will serve as chair- 
man of the advertising division in the 42nd annual appeal for the 
Travelers Aid Society of New York. He’ll be assisted by James M. 
Cecil, agency president, who is vice-chairman of the div. They’ll 
direct a committee of 11 men in advertising and related fields, in- 
cluding S. D. Fuson, v.p. and publicity director of Kudner Agency; 
Arch Bermingham, pres. of Bermingham, Castleman & Pierce, and 
P. L. Lenhart, of Erwin, Wasey & Co... 

Bill Sears, WPEN sports director and writer of six one-act plays, 
has just completed his first novel, “High Infidelity,” a satire on 
radio. .. 

The 30,000 officers and men who manned the “baby flattops” 
during 1945 are receiving a carefully edited picture album reporting 
life and action aboard CVE’s 
during the Pacific war. The sou- 
venir book, being distributed by 
the Navy, was edited by Price 
Gilbert Jr., former ad manager 
of Coca-Cola, and logistics offi- 
cer for “Baby Flattops” during 
the war. Publishing expenses 
were contributed by Richard J. 
Reynolds, of R. J. Reynolds, 
Winston-Salem, former naviga- 
tor for the U.S.S. Makin Is- 
land:... 

Employes of Red Top Brew- 
ing Company, Cincinnati, staged 
an impromptu celebration at the 
plant in honor of the 75th 
birthday of Edgar J. Mack, first 
vice-president and co-founder 
of the brewing company... The 
appointment of Lt. Col. Richard 
Henderson, prom. dir. of the 
Hartford Times, to a full colon- 


elcy and as executive officer of 
the 103rd anti-aircraft artillery 
brigade of the Conn. Nat’l 
Guard has been announced. Col. 
Henderson is a veteran of World 


SOME FUN—Joe Russakoff, president 

of Vanguard agency, New York, doesn't 

rate too well with the chief of police 

in Skowhegan, Me., and he has this 

photo, which he sent as a postcard to 
friends, to prove it. 


War i... 


A new 70-foot, twin diesel engine boat has arrived in Chicago, 
tagged for John Blair, radio station representative ... At the Chi- 
cago Ruthrauff & Ryan’s 6th annual golf tournament, held June 21 
at Mt. Prospect Country Club, Spencer France, art director, won the 
Fritz Ryan Cup, a perpetual trophy awarded to the player with 
the lowest net score. Percy Graham, account exec, turned in low 
Brose... 

Arthur B. Wallace, nat’] ad manager of the Journal, Portland, 
Ore., has for his new secretary Marilynn Anderson, who was one of 
last year’s Portland Rose Festival princesses .. . Hicks Advertising 
Agency, New York, established in 1869 by William Hicks, is round- 
ing out its 78th year. Francis Marquis is now the agency’s sole 
owner... 

The American Schools and Colleges Association, New York, has 
cited five business leaders for contributions to American business 
and their Horatio Alger-like careers, “symbolizing the American 
tradition of starting from scratch.” Selected by a poll of college 
students and faculties, the list includes Walter S. Mack, pres. of 
Pepsi-Cola Co.; Grover Whalen, chairman of Coty’s; L. J. Fox, the 
furrier; Charles E. Wilson, pres. of General Electric, and Robert R. 
Young, pres. of Chesapeake & Ohio... 

J. L. (Lefty) Palmer, nat’l ad manager of Station KOIN, Port- 
land, Ore., golf champ in the local radio field; won the tournament 
at the recent convention of the Advertising Association of the West 
in Sun Valley, Ida. .. Fowler McCormick, chairman, and other In- 
ternational Harvester officials flew to Mexico for the dedication 
July 6 of the country’s first modern farm machinery factory—the 
IH plant in Saltillo... 

T. Jack Allen, pres. and ad manager of Aircraft Sales Co., was the 
recipient of special attention when he became the 100th member 
of the Fort Worth Adclub early this month. .. Four Milwaukee 
Sentinel execs who have been appointed to serve on Milwaukee 


‘Chamber of Commerce committees are Frank L. Taylor, publisher; 


William N. Thompson, assistant publisher; Benn Kay, ad manager, 
and Andrew Hertel, promotion manager... 

Col. W. A. Hardenbergh, pres. and editor of Public Works, New 
York, has been appointed by the,American Society of Civil Engi- 
neers and the Nat’l Society of Professional Engineers as chairman 
of their committees on military services, which aim to help the 
engineering field contribute most effectively to national defense. . . 
The assistant publisher of the Dallas News, W. H. Benners, 87, re- 
tires July 15 after a 55-year career with the News, the longest of 
any employe... 

John Mather Lupton III arrived June 24 in Westport, Conn. His 
proud father, John Mather Lupton, heads the New York agency of 
that name. .. And Harry D. Goodwin, promotion, merchandising 
and publicity mgr. of WCOP, ABC Boston outlet, is passing out 
cigars in honor of his third daughter, Gail Elizabeth, born June 20... 

Edward C. Donnelly Jr., pres. of the Boston outdoor firm founded 
by his father, John Donnelly & Son, is passing the cigars for his 
first child, Edward III. . . Edgar Kobak, Mutual pres., is spending 
three weeks on vacation at Pine Orchard, Conn. . . Colleagues 
toasted Robert H. Johnston, publisher of American Exporter, at a 
cocktail party last week at the Advertising Club of New York, upon 
his return from a five-month trip to North and South Africa, the 
Middle East and Europe... 
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Sparton Offers 
$30 Trade-ins 
on New Radios 


(Continued from Page 1) 
a new Sparton combination for 
each old model trade-in, regard- 
less of make. The corporation will 

foot the bill for the discounts. 
Full-page advertisements in the 
July 7 Chicago Daily News and 
Tribune announced the “sensa- 
tional introductory offer” on the 
new Sparton models, which in- 
clude FM. The company scheduled 


and paid for this copy, which 
listed Wieboldt’s and Hudson-Ross 


stores in Chicago as well as deal- 
ers’ names in other Illinois, In- 
diana, Iowa, Michigan and Wis- 
consin cities. 


Dealers Approve Plan 


A spokesman for one of the 
firm’s Detroit retail outlets said 
Sparks-Withington had offered to 
pay half of all newspaper adver- 
tising costs promoting the trade- 
in program. Dealers in this mar- 
ket, including those in Dearborn 
and Highland Park, indicated they 


will go along with the plan. 


In Chicago, both the company’s 
copy and a separate Hudson-Ross 
the Tribune 
point out thmt the new Spartons 
are being advertised at $229.95 
in Life and The Saturday Evening 


advertisement in 


Post. 


“But we say $199.95 (with your 
Sparks-Withington 


old 
adds. 


radio)”, 


Copy lists the radio and phono- 


graph features, and_ illustrates 
three new period, modern and 
contemporary models. ‘Compare 


all you want,” the public is urged. 
“You can’t beat these new Spar- 
radio-phonographs 
in the price range. 
They’re the postwar Sparton Chal- 
... just out! For a quick 
introduction we’re slashing a wal- 
loping $30 off the price with your 
old radio. The more Spartons that 
are sold now, the faster the word 
will get around about these thrill- 


ton AM-FM 
anywhere 


lengers 


ing radio combinations.” 
Added Inducement 


The three Hudson-Ross stores in 
Chicago offer the customer not 
only the $30 trade-in discount but 
this added inducement: “Pay only 


$2.25 a week!” 


The national magazine copy ex- 


IS THE INGREDIENTS 
THAT COUNT !! 


Advertising is like cooking. 


— YOU GET OUT ONLY WHAT YOU 
PUT IN. Tell your story quickly and sim- 
ply with eye-catching photos that radiate 

an interest. A photo registers on the 
human mind faster and longer than printed 
matter does. 


— REMEMBER, YOU MUST CATCH THEIR 
EYE BEFORE YOU CAN MAKE THEM BUY 
— One hundred timely advertising photos 
available monthly to choose from—low-cost 
subscription plan—suit any type of business 


—any situation. E.C. photos are used by 
national advertisers. 


Write on your letterhead for free sample 
Proof Book. No obligations. 
10 East 38th 


EYE* CATCHERS, Inc. Now verx is, nv: 


plains that the Spartons are 
“tagged with a thrilling, common- 
sense price” because the manu- 
facturer “sells direct to one ezx- 
clusive dealer in each community 
. .. Saves on price-boosting dis- 
tribution costs.” “The savings go 
into your set, into your pocket.” 
Brooke, Smith, French & Dor- 
rance, Detroit, is the Sparks-With- 
ington agency. 


BENDIX RADIO SHOWS 
NEW ‘FACTOMETER’ 

PHILADELPHIA — Bendix Radio 
division of Bendix Aviation Cor- 
poration introduced a novel sales 
tool, the FactoMeter, to dealers 
here recently and plans to expand 
its use as quickly as production 
permits. 

According to J. T. Dalton, gen- 
eral sales manager for radio and 
television, the device enables 
salesmen to demonstrate FM easily 
in the prospect’s home. The Fac- 
toMeter is actually a portable 
FM-AM receiver housed in a 
metal utility case. It may be 


plugged into the family radio to 
prove the sound difference in FM 
right on the old set. In addition, 
Mr. Dalton said, it insures proper 
installation and service, for which 
it was originally designed by Ben- 
dix Radio engineers. 

Bendix is offering distributors 
and dealers a complete advertis- 
ing and promotion kit, including 
ads, display material, literature 
and special aids. There’s no “list 
price” on the FactoMeter, since it 
won’t be offered for consumer use. 
FM broadcasters will be offered 
the sales tool for $124.95, the same 
price charged dealers. 


Form Gardner & Jones 


Robert H. Gardner and Scott 
Jones, formerly with Mitchell 
McKeown Organization, Chicago 
public relations company, have 
formed the Gardner & Jones pub- 
lic relations firm, at 39 S. La Salle 
St., Chicago. Mr. Gardner was 
previously with Ruthrauff & 
Ryan, and Mr. Jones was with 
Batten, Barton, Durstine & Os- 


born and Weiss & Geller. 


Sales Execs Elect. 


The Chicago Sales Executives 
Club has elected G. T. Morrow, 
vice-president in charge of sales 
of Curtis Lighting, Inc., president. 
Other officers elected are: Harold 
W. Dotts, vice-president of Jewel 
Tea Company, list vice-president; 
John C. Harkness, McKinsey, 
Kearney & Co., 2nd vice-president; 
Russell G. Davis, vice-president 
and general manager of the in- 
dustrial gear division of Foote 
Bros. Gear & Machine Corpora- 
tion, treasurer, and Walter B. 
Peterson, director of distribution 
of Illinois Farm Supply Company, 
secretary. 


‘Operating Engineer’ 
to Appear in January 
McGraw-Hill Publishing Com- 
pany, New York, will publish a 
new monthly magazine, Operating 
Engineer, in January, following 
three pilot issues this fall. The 
publication is an outgrowth of 
Power’s section of the same name, 
and will offer practical service to 
power and maintenance engineers. 
Power’s staff—N. O. Wynkoop, 


publisher, and Philip W. Swain, 
editor—will also head the new 
venture. 


Espey Appoints Purnies 

J. L. Purnies & Associates, Mt. 
Vernon, N. Y., has been appointed 
to direct the advertising of Espey 
Philharmonic Radio Corporation, 
New York, manufacturer of radio 
chassis for custom installations. 
Trade publications will be used. 


WHAT’S GOING ON? 


@ Manufacturers and their advertising 
agencies are using this inexpensive 
clipping service for collecting editorial 
publicity, for making research and 
market studies, for maintaining com- 


petitive advertising files and for de- 
veloping sales prospects on 
types of products and services. : 


New Booklet No. 10 “How Business Uses 
Clippings” tells the whole story 


BACON’S CLIPPING BUREAU 


BUSINESS 


FARM GENERAL | 
PAPERS “PAPERS FR MAGAZINES 


314 So. Federal St., Chicago 4 


"Sailing on the Columbia River — 
near Portland. Mt. Hood in the | 


=_ 


background. Photo by Oregon 
| Staff Photographer. 


2nd Largest Evening 
Newspaper on 
the Pacific Coast! 


The JOURNAL now offers advertisers the 
largest circulation in its history, both daily and 
Sunday. You need The Journal to sell 
effectively in Oregon’s only Major Market... 


sy ie ag 


metropolitan Portland and its 


Retail Trading Zone. When you advertise 


in Portland, be sure to specify 


The JOURNAL 


Evenings and Sunday 
PORTLAND, OREGON 


Member Metropolitan and Pacific Parade Groups 
Represented Nationally by Reynolds-Fitzgerald, Inc. 


<A 


SVEN AAs SESE ASS SEEN SSA RAS TES SRPRRARAS SNES 


a ik aes le Sah ates a Dn ae Pa : ¥. 
Ppa Rae cree Ee dae Ge i ah ote a pani Lae ie Sa My cya 1 Oh 8 eS es ; iar ie . . 
BP. bese, tg Mec Se age tee ie gs Wiis Re Saitoh iy artis Sein 
ae OE Pee LES ag z ‘ ree ns eg eee PBR be by See or F Stas oes peat Bin fe ary ghee : . i 
. Sua Rade P ed Ft = oy aE § Pi ie ae vex me Bs iota : Reet et naay i Menem, ‘ ‘ mae “ Lee sen DF yah ee Wee ie PR Bi 
t zh teers Are pn 4 PD as ane We ees om Tn oe ee Paves x! ics tasty 7 Mas ae 4 ate ay =K L 
: i : TEC 3 MEE (es ee Pe cr alah ag Ge Fote PCA Ge Sn ate oa the Tie HOt we gS hey gapeise es ae a 
: Lee PN gine tee ae 34 ; id %: % = eter at pavers enema: ae Ba SUN Base re ty RE Mat Bee 5. Monat Nae ia pi one par MR Re late 
$ : oj. | jis ee * ie Erie a sis s " i NGS: aba oP eae a ks es Pee aG ee 218 eo Fe 
te Reh) ont ae Ss : es ys ee ais oes Be Saar 
/ : ° u i pas: ipo ee tah bs ee Pee ME * 25 ane a4 a eae . io ate ne . wares 
- —— Ais . 3: Coie e + r arn 
ii nits tae wa 2 3 gh: i 2 SS ee F 
— ae een i alia 
ee deme ——$——— a 
ae na FS 
Sth 
F ae 
~~ oO a os 
| es 2 
} me 
Petts ie 
oe: 
A ey r 
4 
Prete 
vee 
i yo 
g | 
' 
= 
; 
’ : 
i ee ims — o SURES Gr wee ee a Tee Re : 
' ees Pig) ote re eee oo. ee : : . . : 
H ae; . ee A eee en aie S AES Nia ay Bie ek So ee ae oe ee es eS. Bey " 
i . oe Be ss Sl toe ee ace : —~ : : 
| i ee Res oe ee Rae oe Bx Seas ee RSC cc oon 7 Sea See ‘ ‘ 
| 5S Ba a eg Se ee ee FP Oey ore oe ee > 
ae k Periee Ne A ee uke ae Ratt oe ee cc ae SE SROAn Net cee Shp: Ri ae oes PRES x : 
= \ F eat Eade a Rae Rete ae oe Ms oe BEN ¥ Sate cs : Bee 8 se 
a Ee a ee do eS Peer ee ee Oe oe oS es Bo oe a | eo 
; — ee ie 2 ae er eee Be ou Sy PRS OS PUN el as See . ] 
— mee ee Oe ae aes ee ae oe Pt De oc ee ae 
ES. Bho ates te Sa e ak + eae 4 ee See bk oe pete SEE : ‘ ¥s reed: a 
. an ce aa eas % = ae oe Sia ee ng OS aoa eee <a oe : SES RS J 
ss, CU RN SB ss —_ Bed < ee ee Ee a owe oe eee 
.. - NS tc he. oi ee ee | ee Se ; a ee oO eo Oa 8 Ghee 
; - PF ERS SS : es SO < a EE ees ‘ 
| ee * es : s Se Sue Se eee eee ES. eRe ae Oe Ee ; 
} ce ee . ~ + 
Bae : % et 7 
a ae ee eet ‘ , F x ee eta 
Ses: % $ ee “2 ; ae Pa 3 j 3 : ra. ’ 
| ae ee) _—_ 4 ee : : ee I PP 
ae see ee Oe He Be | ef : Peg . ig ek : ‘ s Aas i 
| ee : 4 ‘ “del —e eee * Cues ‘ : Res Se Pees oe See ' 
y oe 2 : fd <a ‘ Se > . a oe et ae a ee ee an. ee : 
paca sf % Bee 3 Pe Se 2 
~ oS § - eee oe ay eS : a < 4 a 
ee : 4 ee ae : ; : Rn as. ‘ ee a ‘ ‘ae 
e tk ‘ 4 Me pcg ge Fd pee ; ae eS ‘ : é ie Be he fae 
Sie ress a Sy Bee @ FS oe thee: soci cies lil agS aus s - ee s $ " we a 
1 os “ Cet hee Fe ie ee A eee é i Be GN I alee ne ae te Soe ee ee Loe aS : Fe 
a mee : ica s a fm oe é oP = teenie: i ita ge oe : ae es Be 
V oe Mae ee ee Fae: a % : a ee 4 : Pe ° : Ba nok eb ar ie. 5 Ae ORS. pet in 
, Rie Les # 4 oe - Se : 3 z Bir BES OR ‘0 3 + te Sn! oe er ee ee Os 
ae me # # ay . , a. Bee . % eae wet en ite oe . 
l, Hid : ees ; 4 .) ae - 2 es a8 f ‘ ees we : oer . 
f as oe hs ae a 34 es bi RP: Peat o. ee se EP EO te eer” + ahi jP4, : R Rs 
oe i _. to ‘en Ne eek: Be re ee ort = 
g a ae. a Peet ss % ao 2 Sone re . ~%, ) ©. i? 1 eae Be 
ee ee ee 2 as ae oe ee je ibs. eee hgh : : Pet a 
ee gn a oe ee a 4 ee i 2 & ek : ome si 
4 i es - : Bh i soe e po os 2 og ee ny FP Mig qe cere ce « : ; es . : 
gree 2 haa g Gis 6 A a ae we ae. Sen Sh see Rie” . ee : 
a ee i Ul — es a Pang rer, ey % a Mo oe 
es ee Fis Pe eae s z a i 6 e CP ey : ‘ghee 3 eS Oa OR: es Aten * 
Se ee ae PM gs ee ae a ae ¢ | a ee AS a ae ee ee eS i Bon ae 
iS H ee eae ae oe : be an ee ee rc oF ee aes ine co : : i ee. a 
; a ee oe ‘e ae Cll a eee Jee Og ee hs Pel OS Otek 4 
a ) Gees gee eee Ue ne Oe Vertes 9 NAGEL Se ED , 
| ES has ele i Eas ae fs eee we é ge Se Be Oe ge TN ogo PES Ss ge a ge teas ; & PE 4 ga MA a, 
n ee ee gor” : | tonge am : ke ie Ee Lp ees Cg ee ie fins eee £e a ONS. 
fre ree : * a. a. o oe & Co ee Ce Be ete 
e ; eee (i ae eg a ee #, he ae se ” ee ee j wee a : oy ae Beg lee ae, te oe d . ree 
: J a Pg tay Me pie, ee SR OP ee eee s ie oe ‘ee % as sac giiay Saath ee eimg : 
yf TS? eo ove. os ee ae Ve ee s ‘ PO ge Ce aa ae *e 
(ee ee ae ies ee y es te - Pig Z 3 PB Lge ag ees ee ag aati adi eo igs Be at ee os eh a 
| we te ig: ee gee ge : ages Sie ee tre x 5 fas se Bags a | Rae i he és. is ss eae 53 Sg: he Pa i 
1e i le ie me . ia * OE sees es i i tga a ‘ a 
TO ee? ee ae Ae ‘ Bis ae Ve eS a - 2 
Be | ey a Gag mae ee 1 is) ¥ — PORE a tn a ae i . i 
| ee Oe eed able cas aE athe Kid * i Sk. pe 34 . i anti allan ge a 4 Ae a3 a es ee . yo 
a eae ae ee} . a... ign Ae, fg” ea Aare bic A a oe i 3 : ey a € 
>. Mie Sk b 2 — é 4) eee ta. mae, a : 8 ee ee : : “sh % 
ee. a AS as et we fu“ ts 5 Ee, See Ge 5 Fe “ ea neat 4 
bee i a ONS ae ee oe Ce Ms : Lt Gee OTe ts. giant ie ; ees Aon: JRE a 
it repre i i sf BE anf tA ae i “ pont , ioe ae Oe ag” es ae j - a ete * et eae. % 
| Nea i 3 ne ‘gi ah i “gt ‘ ps 3 on ge a Se a: i slo ; a rg Yan et ‘ee 
| aes Pe asi ae EE le ee t oer Ne Ae SEN git Re . ; : - , ss meee er s, Pie a . a 
st | + eee te ; ‘ Ce "ee a | . Ce a Fo : aig de 3 2 kor ee te 
i ee. a dal ees = i, 2 ipa , ae : eee ee fe eee eRe ier uighhs RE % 
l- : E Fae, & P A aster me BS od GE Ee aa pe oe ‘ s ois oe -, es . s feet gee Te ee a ea ‘ > ¢ oe 
| eae peace atin i oe : . Oe Pe ee : ; é : i (scyiiieht «..tee, “niente daar < 
n : - ae ” oo Pe 2 : wre ag Fie, Os aes we pe i at ics. Pie Seas SASK S 4 ES EEA RRA Ge Se OS, eee a 
: : ae : 4 ie he oT “ihe he aati alias + 3 eae ott Ais lh a 
| Res ‘ i ., Ca Beis eR oi se) SSS SS i ea s 
| ——— We ee oes om, apa om ni see ie ek ee 4 Sea gta 
: Ry a An Re ate , OD, eagle 2 eae uae ~ ea.’ ee ke a eh Sale J 
1e | te is ; fi gt 8 a a = . tie! ME a Sy pe Say ae te 4 tare he 
/ | tg 4 oe i bs Be Pre 3 ae oe, ale pee “wigs oe 4: * me eg & i ie . ae 
Ha = ee: Fi aes ec i ide, . © ee Roe eign, Som —F oP te *) 
er 7. 2 a7) ys z cs A Siete linatir. panG mn . 
ee ee Baa - Be a she i iecial * Pits see ee, oe oe : , ie 
pe # a tgs ee : aoe s gna i Pog ap pe Sting 2 Big a 
me 8 fees. ore SOE TR. 5205 al . "nas et iguana along an 
ee - fa 3 3 Pitas. Sete aa. HOP ag ss pe i, a4 i 5 al age ae ° a 
i. wt, Sain = ‘ ge . be. ge Dee We oe il ge ve sy itecgpas ed ae ‘ {3s 
r: ‘ eee * a Ca’ sd eg ae Pe nag hee:  siggs sie gastro saa i oe er : Aa 
tet EX & Pei” >. o g7 ge ae siti anys ies agli eae ponte ag 2 é. 
» TES ee ses 4 ‘ ese. = ; i Misa age , sage 4 Si a 
Yr, ih wre a # i FA RY ie tae it a Eat en eg Oe ck % 4 - . ¥ 
q i Sigh Pe 4 » Ta ee ee Wield es x ae 5 eee 6 es as phe at & i 
; ere 3 | cae t Sha sO Bn ge laces: Segara eae OR en ee pO hone , © . ‘ = 
PSigein ae bg ee ab ee ee es as pF i ae ee a , | om 
Ww 1 “4 es oe al em essa it thes yer 28 . meee Wheat , 
i » ae ee Ye ig 2 Oa a ig er Fe dane ry es a 
bes Z % dt eee 7 ll Rott 9 tesa ye stig: AE ee fa P , ‘i 
i : : Pe ~ : j2a6°.. & - Soup mig sats ag SE al Me, Cp Bee Mae Pam. ee A es ty ; 
: eine c ARS. gb RAE “i age 7 gern +e Sg af vag 4 4 : = 
é ‘ Fie eee, | e oY it a aoe ae ae h 
an Po crac ee re neg oie: OI, ss. hs, a | és oh 
ne Reagag 5 je Me he ok : 
/ : f : om : scalp ost * ewe ee e a 
e- : se on Mea a sae et oe Gi . “tay v va 
a niet . $ Mee é a 
? : kG Ei il aes : , or . Pe | y e 
e- : oe Maha PI ila aE Os a Ok Cte, aa Op y : ‘ 2 
of TE tetas, gag Lae ee on ae 
{ ve Bnei page Oy ie we ee at ile, Y ai ‘ 
| es eg Be ee co ee a omainae # we 
at. secs Sei Der 4p ‘igen? ie : to Bi ‘ 
j | nage wg) Pa oa / 
Lis He ucla ig : eT 
; sgh i 2 emma ; stk - ss 
of on : ¢ ‘ot iis ati cs il y ei J 
; » ; “aon ate ee i 0 Elite O ; 
ng ‘ * Te hs it ns ae 4 
yut : ae ee ae ‘Arb phi “a y 
; | ; ee dls Nats, oe ? i Re is , ( i 
oe oe aie ae 
] te wl ae me Me 
ed oe as ae La ¢ ay Z 4 ‘ : 
his { in a wn 
ing ‘ ¢ ‘ Z hag ‘tie "7 a és 
ae eee ‘ x ie ew S on ‘ és 
ta ag SRT ota sas aime a od ee 
nO ies As I GY hits 
on pete ee iy a i eS ae ‘ Ay “A gs 
i : ‘ is = i ‘ 
the ~ nn Sea " | 
} i, On ’ . < gcit ages. © “ 
| " ae nt , e hen N ning : 
1 a eee a ae Pens le ‘ ( 
ik ox 
ae FO tie seh ABE Pp, é ENR ARAL S SS SANTEE SS D ius . : 
F # esse BebH Se ae at “ SSAA SS BK — pre a 
SAIN NINES ee aR A IESE: * a aes 0% caudal ily bik Po. e ee SS ee Se ties 
ARE et: 5 Mae” ‘ ni ; Mea Ce : 
‘ :, i ge te ng. de. oe Fe 4 he ae eo , i leaned 
i CO” alg ee Oe en ee ae, eee, “Cae 4 * lie oe aed 
“4 fe % ea De Le a tat I Te “ ro Mg 5 
e GA slip, FET alee, yp r 5. - " 
“ a 5 at 
E - 
: Bik : aes = 
2 : ¥ } ' 
gt a ea ve Sing a 


NAEA Asks 
National Rafe 
on Magazine Plugs 


(Continued from Page 1) 
tions on “something stronger than 
the fact that the products they are 
advertising in the retail columns 
of mewspapers are also adver- 
tised in some national magazine.” 
He maintained that it would be 
more advantageous to the retail- 
er for him to run tie-in ads on 
his products that are advertised 
in the national or general col- 
umns of the newspaper. 

The resolution passed by NAEA 
follows: 

“Whereas, newspapers publish 
advertising of magazines and 
other media at general rates, and 
whereas, advertising which fea- 
tures magazines has been offered 
by some retailers to newspapers 
at retail rates; therefore, be it 
resolved: that newspapers demon- 
strate to retailers by constructive 
selling why the publication of 
such advertising in newspapers at 
retail rates is detrimental to the 
best interests of the merchant; 
that the NAEA recommends to all 
newspapers that they individually 
consider recognition of the fact 
that such advertising placed at 
retail rates is not in accordance 
with accepted definitions of retail 
and general advertising; 

Further, it is recommended that 
mention of magazines in retail 
advertisements is acceptable at 
retail rates provided that such 
reference is confined to type in 
headline or text and shall be the 
same size type as the remainder 
af the line of which it is a part. 
Any additional mention classifies 
the advertisement as general. This 
classification does not in any way 
affect the advertising by retailers 
at retail rates of nationally adver- 
tised merchandise by brand name. 
Regardless of where the manufac- 
turer may place his advertising, 
newspapers welcome and encour- 
age advertising by merchants of 
branded merchandise and serv- 
ices.” 


Other Resolutions Passed 


Four other resolutions were 
adopted by the conference: 

1. A recommendation to news- 
papers that all editorial style ad- 
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vertisements be plainly identified 
at top and bottom by the word 
“advertisement.” 

2. That the term, “manager, 
general advertising,” be recom- 
mended as the title for the news- 
paper executive in charge of 
general advertising and that all 
business papers be notified of this 
for their use in title listing, direc- 
tories, etc. 

3. Continuance, at least once a 
year, of a joint meeting between 
members of the promotion divi- 
sion of NRDGA and NAEA so 
that both groups may benefit from 
exchange of discussion of mutual 
problems. 

4. That NAEA recommend to 
its members and all civic-minded 
citizens and corporations that they 
give whole-hearted support with 
their contributions and their vol- 
unteer effort to the programs of 
Community Chests and councils 
in their respective communities. 

The NAEA typographical im- 
provement committee reported to 
the conference the publication of 
a 47-page manual, “Art Compo- 


sition For Better Reproduction.” 
This manual is a presentation de- 
veloped by Colin Campbell of 
Campbell-Ewald, Detroit, and is 
designed to help in improving the 
reproduction quality of illustra- 
tive matter in newspapers. 


Typography Pamphlets Planned 


Louis Heindel, advertising man- 
ager of the Madison, Wis., News- 
papers, and chairman of the typo- 
graphical improvement commit- 
tee, also announced that the com- 
mittee will make available a se- 
ries of pamphlets on typography, 
showing the relative popularity of 
modern type faces and informa- 
tion as to their proper use. 

Newspapers should stop their 
practice of washing their hands 
of the advertising job after they 
sell the space, Lois Ingalls, ad- 
vertising manager, The White 
House, San Francisco department 
store, told the NAEA. Miss In- 
galls classified the newspaper as 
the last great entrepreneur that 
does nothing for its customers. 

“You sell the space and let 


the user look out for himself,” 
she said. “You may print an ex- 
cellent paper, good news, fine fea- 


tures, and guarantee traffic 
through the pages. But that isn’t 
enough. You have the responsi- 
bility to see that the space pro- 
duces. Good advertising, result- 
producing advertising (and with 
it a large part of our future 
economy) is the joint responsibil- 
ity of stores and newspapers.” 

The newspaper advertising men 
were asked by Miss Ingalls how 
many times they give the adver- 
tiser readership surveys, market 
surveys and trend analyses. She 
also questioned their treasuring 
of historic reproduction equip- 
ment. 


‘We’re Your Come-on’ 


Miss Ingalls reasoned that 
newspapers should take care of 
the retail advertisers because 
‘“‘We’re your ‘come-on’ for every- 
thing else.” 

With inexperienced and un- 
skilled sales people now manning 
the counters of many stores, Miss 
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Ingalls said, advertising can no 
longer stop with getting people 
into the store. “Advertising today 
has to sell all the way. Advertis- 
ing has to sell the article so com- 
pletely that nothing remains but 
wrapping it up.” J 
George J. Auer, sales manager, 
Moloney, Regan & Schmitt, Inc., 
reviewed the history of the na- 
tional advertising in newspapers 
and the relations of newspapers 
with national representatives. 
Paying high tribute to the activ- 
ities of the newspaper representa- 
tive, Mr. Auer, who has been on 
both sides of the fence, said that 
the formation of the American 
Association of Newspaper Repre- 
sentatives was one of the recent 
highlights of the business, mark- 
ing the beginning of a significant 
upsurge for the entire industry. 


Joint Action Pays 


The activity of the past five 
years or so has demonstrated com- 
pletely, he said, that newspapers 
can do remarkably well in the 
national advertising field when 


Paes yh ae if jae GOCE Bone ce eae a Ns hy Bilan fe iy pale srr) see ats es a : seme Ny at a . Jevatadione Te pe, Be sein A OR ee SENT og Pgs Me am Sei ee Tks Fi pee nA a ¥ ate Ls 
" sade ee Nee $a ate bata “es pot ee ee Nt ie SF Witte Gon’ fg ree rie reese od i Sd SS rig earl we the took Ge eae ee wire wis RE aay SED Ae taht al Tig dice 58 ones poet ao by iat hemes ee We, J eg Dns aa a Si BAF) 
= ee gs ee en Fey Sgt ah PLT Soe Wa? Sea Riis DOREY E +4 . ber) ye ade rf * TREN E BRS Atal ay ue SES OPS oa . e %,.. She oe eS ye ae ee ee 2 aS 0 red ee. se ae \ a | t Tek bed ats 
5 Be ths prccinee os eaNG ihll a8 ‘ RARE AO oA Seis gh CE tab OY na i Eerats i age tt oe ee pte heey Bait ae sh ee peat Ce ¥ ‘ Rit itn wcrnan Soca Meas on SCE ord eae Hes a NBone at: GO a anaes Weta gs eee Joe gees eh ae id Bet 
“ “Mee g be eeatat Wi elle Ol tad aie ee 4 ; OES ahaa a ieee gen anee ther peta ee Ee es <(5s ‘iy ee a ey cattr Me Lis ese ee bane SEE BREo- shu sate ak Rerey Smee, Tae? acl 3 Te 2 a liege ay spice 
ae ee ee ee : ee hs 2 + ses lg f "dN Baking renal te eee niet Meh ei Sit Sb MAES ISS rN el eatin eg PO ee Oe ee eee 
LV, . * * * . 2 ¥ = é e . “= z s = a " 
( 
on ee 
- i | | 
a 
at 
ee 
qe 
a 
vig 
a re 
a aN 
Meer \ 
se 
mae 
‘ 
Age 
NG 
ue ; 
~ ; 
rs : 
| 
| | 
| ee | 
a 
: ee 
om 
: ‘ 
: t 
oe : 
5 | | 
2 H } | 
“a ; | 
ea ; - 
+ | 
ee | 
nek ee ae 
eS See ee ae 
ee ae eae 
La age ON cay Mae tae kes 
Bear Rieti Si YF iM ge ee ge oe ig aes Sas i Sair, Panlptaes i i 
wot ee me A a ee i 
| TN es Dee eT Wee rns) ee aes VO a i 
UME ERE i gL OT TI es Mii TR GRRRE Se Cg Sale es ED ae | ec Ne ee 
mi ie Te I Aer Cae a a ee a ea ae i 
aul es ot A ee en re er ae Oe ER ay 
ve | a en eh OO a ee ae seg i 
I ae ge ee) ¥ Myce ON a) SIM ieee ae ae Be ed bie 
, id ERE re es ‘ ee pine 1 eager te a a 
bse ea : 2 is — 
: Rn Fag Fee EN : hey “ie i 
Re eats ee PEERY tad SS winks Se Sa Pee? Cook: SPIE ae ' Shoe 
2 ee eS ok es, BRE Ree ee eta bee 
4 a ae Beer : SOE SA isd aaag a. SC et ae Ee Rea 
a op ae Re og MD oC ee ce eat ae ee 
é ‘2 ae ae . Se ede aoe: 
f ‘ np Dix: ES a i j egies Ae 
ers ge Me ee a me iptics ee: 
hit: ‘ae ; eae eo Pie ee ees ] 
Sea ao : ee iy ae tig 6 Gosh | 
S04 aes Soe : on ® aes $ SOP aie 
oe Og se oe & oe. ee 
eu | oe - of x Pe ee 
Se ane ‘ gt ee ge ee ee rg aS . og Pes te ? a 
ears Bs (ere 2 pee ee » FA! Al RT Oe a Oe Ce ee as fe he Oe ag ee ve 
a es re cs CO ea Pe, a ee ee oe a es ae ig ie ee ee cae; 
Baie 6 Bg Eee he ae ae +! % N D ke ge oe oe sce ae a te % 1. : me = es Oe one os f; a oe 2 i é oh ae hie ue 
a is) Ms 4 Peas a pee ae Pa Red aie Cae? as saat Na eS, Rage oe aye Ee goa Oe as tae z PES isi aor iaas ~ RS, i Maa Bir Mee i i at 
he. ' ee ee v z ed lines Se eae eg gee Cees Pee ‘ ‘: ; z af Bias aioe th, eT eae aia i ban RS hg eo 
ee Rig hs ee one : Rie eee Re a PO ee Seca gee eS Bie See TOR pee rae tat aaa ee pe 2 Bai 3. 2 iS ee 
acon me 7 Pe er a a ee a 
: ios 9A7 * Re Re ee ce I = a Rig deh Mid Romy a OR eas ae i 
veer $ Mg eset LRN os ae SUPE i es Meme A ake To vee Dees: oe 5). eee Ser is 5 ai eaeaiae eraa Rac Ne ee Es aS 
ey oe ee hee A ROOM eR 5s RO, EE ee Le Noes aa oe cee ee RE é oe 
CO Pgom ty ee Rn SC teh ee si a eho Rete es Se eae Rae en tae ETS Se a eeee nT a Foe RRS ce, 5 tea ae ea sr ke = 
== PRE ESR oa a iets ae ha Se. RS a a a ee <1 aa gall 1 a 3 et Sig a age i ae 
= Bi Se ge a Se teen elt Pe Sate arate ea Go cs fer oo ieee a alaae eee os Ses Sa Be Pees Mengre  gey aS Sex 
ill End ee kas Pee eee ee Rn ae Cr. ee Ra = eek ya 
Sas ee OE Me Mami ui, Pi Pipe PS ie ; eh at) ree ee oa Rg Chee cease ae 3 & 
a ane ee te ees at BEE Le hfe as eos VAS Oe) Gras he as a CY Gy. a Screg ae ae i] 
7; er Be EG ey i oa wo 6 i Peer a te oo ee Le ae - 
_ Be ec ge et ha Ran ot Ae ne ar ,. + oe Res oe ; 
reg: Ste BER sa a a ee re ise ee és iia: sf pig 2 Sy Ralyte. i eek » ee 4 OES as 3 
ey i ee a a ae) eee 
atl % Ses ea re cs : See ete os = eae me \ 3 
gees “ eS *< be 1 Pare . be ‘ e : - 
bes 'P Tl es as rrr = Aa : ores . eee eee AV ies ne 
ge ] f A ae eZ See POR ge et bere ra gf can Se 
7 he 6 Sa 3 Se : * tgp PERS cee an ae OS ES. ~ Edi oa 
a i 3 eg ee eg se ge PEE es eines Boag, Cee Be cle ‘5 ‘ ote 
ne * a ee ae il , cs gutta Ae ES . oe Be ge Ce oe Ab ce aloe “aa ae 
aes oe ie oe ok | a coo en es ee : atte aes ate 
ase Se aa Rac © ae eS a Fee ee oe a € Sieg eet ae yt 
F ES ie ok © OO er eS a taere rr Be re 7 oe 
8 SRT : — ——_ pe eee ce sage Pe REE ee 4 -e* aie : an ae 
a ae —- = SO Pees ‘ ih ; ae Ay ba ae — eae, 
he i ghee Sa Se. os see po” ak =< ae Ye SS 4 ‘ ae ty a . = = 4, urs 
oer ai ee eee ae Bae ute ae a S Sat Se ae ae wale oe Pheer = Sete = Thy eo aa rsd ‘ Ee Xi 
a phi ee a a oO oe ‘ a er ea. ; ee i ee re eee 
aes go eee pe ae Ce a —- " sack 4 ; : SS ae ae % a, ie oR a a 2s soem of @, mje 
“2 yee ae oe ald ey ? ee: eal * Se peed ae ge : a We ae 
ee a4 te eo oe Ss ee ae FY EE OES ; fe es a ge a ae ; Fs a 
crag co na L koa ~ hye _ ee 8 ave. See see a) : a Y oe es , = 
+ fetes pe ee oo Pe fen eee a. oe ae ode, cae Bee ay : 
he | ne ore en a a A ee tm HE Por eee eae i Bs oe Be Be Te ate ye a he Ras f ee od y 
Vee SS ae 4 5 . ae gee. BS apes f . 3 ae “ . Pe. ee ms 
<a a ie ee PS Pe Le ee = A : Nps 6 ae ee Se } “a ? % 4 A oe e : : 
‘he Pi ee a po : Fe ae fo os ee eae hte get TE hea ee 
Trae. Be ts + Seka e Sy ee ee es ae Ege sat pet UF: pas eae eee ene 
rss ate cee Sg, ae Far be: bo - a sail = ae . E es ae + Ei ar 
Pipe a 2 ene am eo Re . See ee se oS a ses - hace * i q eee i ee pee oli ities § 
hed Dd eal D ia ae 4 ee . ’ a ey oe : AFM eo ae ae x .: i 
Di: gon ae co : Le a ae  .. “ ee q apis eae Beet Ty lw 
os ae Fie a wa ee ee oe ee ky: Pe oe eas Rest a wae age — 
hh eee Ft OG : 8 ee ana ee ee Bree: i Ga eA. 0 Sd 4 eee 2 ian Ore ee 
ae sie 5 ye ie : a ete e ‘sii ge Fi Ad ae * Loe : a3 & Bes, ae Say oe a 4 ; ies 7 Se. aaa age weak | 
OEY ce . a” UR Ne bed ean 9 eo a ee ae: — 
ye es ‘ ges Cr ee, the, : - Bat | PS < te od He = Fae 
ryt Stee. Ss > See Me ae Ss ee ¥ 3 Fs ve gee 2 P Pe : a 
; Se 3 BP a ee eo pee a “2 2.. 3 Re as te ' ae — a 3 es ° UM 
i eae PS = eS, ig ae i ee ae ‘ ee _Aen.. 4 OP ee 8 x 7 ¥ ~ ee ‘. i me ae 
pes: ; eae a me Gees Pa oe cas : og oe oe a eg eo os 
oo) oe eae ys r Bs Bae he Tau ae a ea ar Behe Se z rn one. A das r : Se aia ee 
ie ee ye fo 5 4 re ee ibe (I Rn eT i 4 a aa : Ceo OT 3 
s se ef oe Oo nieigg 9 | eel ee aceon del , - FE oe ; <_ e ee al 
heed ae oe Pe yaw Cen Ae ae a ft - —- ; ae bade, A RE Oe, al 
a Me Aen es mM. eo a: Ye ee re Lo jae a —. 
ne Bet cy A F Pog ae & tte SS damien Me a aes ree | eS ee ee ee —— goat ; i 5 
f be : eo ee sgh ee 6 ROS Tia a a ae emer Me ame ERS cr RR a < ae Sa i bie. 
Joe me BR eR ie re ee ae AP ee 2 Palate Se oof i eseetcnrs 7, : oe Sa 
wey i _——_ Sah cat gee ae a ae SS ERC i ee ae 3 iccaiitig eT ee BM 
aie Yo diols oa , Ree. eo eee PA «ce ae ode ge ees i oe ee Oy a nosh ae m prado ae he vgs we s 
ae nd Se ee TF , ec ga ae 
ee B¢ . eRe rae Pe Be 8" Oa ea Ne eae i Oe bs CR. soe ett Fo * i s Se 
os ae Re 3 ee = a ee SR Ss Ra OME Saas SP ae ieee Ree Mee ss cag Pe ee a is i ss oe gt A 2. fees xa Re 
an ee eS Rs ae as hs ae eee SP Fee eae ae Pe: Fe esi hg age ate ae tre 3 Bi Sistine oes illite c 
‘ 3 a Be a Be aes oe meas go a ee es. pores wi ee oo a 
i Oc psa 4 ee Ae : mes 2 er yee Rs aa 8 co as oS : : oe ge ‘i. mnt? nt Sige ee ios “S oe al * 
i ee CC No a eee ee ae “yk ee ae wi Tes Bet ip ne he , 
a ie ae 86 be MB se eee BS i a ~ S wi? i ro sity Sg 
ee igs he 1 Sas eee e Ae = : Pek Vi d i ES ae P ; pe ‘i é '? 
a teers. Taare eae : 8 "BE Sy. i En, SOE ae Yee bs * 2 é 
i: bs La mR WOE ea Ee og # er eRe. i, , pane ae .. 3 ro Ry Pgs of ¢ 
eS Bie ia? ELL ok teh saunter OE OMS oot Seg eS gm ~ 5 Newt . ‘ : * 
wi i re : oe ek. ee ee a , 4 * fog : fe : * | 
, ites eas Mar Gah Or Re Ere ee i F ae oe ee "4 ‘ 3 é 
. Cat ail ss : bs HO, ee Ex arse : Fi : ee a eT ee FE a eeaheat ap és f 
‘ Ss se i adie - i ee i ee lll as ipa 
oye ot Lonmin sep: oe # hago, Noman eed ‘— ee Bod oe eo 
et ee get ans ts : bie es tee ae ™ Peery Y 
Ory St Oe sadaree Be z pete meee PRR RE BENE” ere sie ibe Byes. , We Ss : 
Ome oe chitin Fee ar ce 3 OO ae 
yl SS oe eee . é ba : * Pata Geox 
Se <a e ‘ ‘ tower ies te Sg it oe 3 cs eS 
ie: eo §§ =a apne, 5 3 . i. nna ee ek : ; 
‘fF ap 8 oe Y & 4 ‘ P se : Je ie ak ae gee 
f ‘g; 2 4 é ‘ eg gh OI, ; eri ; ; Pe: < el é ‘i 
* £ i? aa 5 Bee ee * Sa a wee ua : 
a ERES WH LACE BA, as \ , 3 } , ie ee aa Mee He Pe ve # % i 
(-} al Wy Se a ‘ i “es ¢ - ie ¥ : : ty fa 
v > Ng Sie : 5 Stem * 2 er Ro ee om, 
¥ BY boos. § * 4 ‘ s pace f oe Be | 
. 6 i } . { Be ee MER i. eta & ms 
a = i ; j ae a CR eI 
‘ a © - : nt f com ee Bee a Se 
“3 Gs a - 4¢ be / J sy % . , é, 5 i I a cae ‘ — 
Ya. (77 | eae Ta - ‘ Si: SOM ae Dr a ae — 
ha a ter ———— + a Bip dk y : é E te * PEP eee, POT 
i ee ag if ome oe eee au : ~ rape oe d 
; oes: 60S i = ¥ * 4 — = 
<> > ae ee ens 4 Z 
Pe: Sy MRS Boe. & : ‘ ager 
MES ee ae ee * ‘ ot | 
ae ane. pe fae g ee SE | 
f ae i 4 7 ak 3 x, . sax NR Re - 
or ied Py Sa ot eS Ge Sosa secoeom cote, omg ps recommen ecetem cconceemnae 
. PW ek EO : cP eee s 2 ote RE IEE EE Eg ge Rag Se Be SP 3 
: j x Sean: ae Ales oh ae ee erm te PS pe BOP OE! 
Ma site m Ogg a te eek OE Mi Le EON hi Ree RR MER 
4 
‘ a > r ‘ - : 


5 Pris 
fe 


Advertising Age, July 14, 1947 


ae 
t SS = —~ ' 


be, “ee 


NAEA-ERS OBEY THE PHOTOG—Lef¢# to right at the Newspaper Advertising 

Executives convention are Earl Couch of the San Francisco office of Williams, 

Lawrence & Cresmer; Clifford Irish, Oakland Tribune, and Lloyd Drury, Barbara 
Macnider and Ken Taylor, of the Stockton Record. 


they and the 550 men employed 
in the national representative field 
present a united front on behalf 
of the industry. The days of the 
representative whose personal ac- 
quaintanceship and_ personality 
were the principal factors in his 
success are over, Mr. Auer said. 
Selling now is infinitely more 
complex and must rest on a solid 
foundation of factual material and 


intelligent application to specific 
sales problems. 

Lyle Johnson, national adver- 
tising manager, Star, Lincoln, 
Neb., explained the exhibit of 
outstanding ; newspaper campaigns 
on display during the conference. 

“Merchandising Retail Newspa- 
per Advertising,” was the subject 
discussed by F. C. Addleman, ad- 
vertising manager, Long Beach 


Press Telegram. Jesse Fleck, ad-‘: 


vertising director, Detroit Times, 
described the work of the NAEA 
committee on cooperative adver- 
tising. C. S. Hurley, advertising 
director, Syracuse Herald-Journal, 
advised the group to “serve or 
be outsold.” 

The consumer cooperative in- 
vestigation committee’s progress 
was related by Benn Kay, adver- 
tising director, Milwaukee Sen- 
tinel. C. E. McKittrick, Chicago 
Tribune, presented the report 
from the NAEA advertising 
agency relations committee. “Re- 
search Today for Tomorrow’s 
Selling” was the talk given by 
Walter Marto, advertising direc- 
tor, Post-Advocate, Alhambra, 
Cal. 


Other Reports Made 


The session wound up with re- 
ports on the progress of the Bu- 
reau of Advertising by John 
Giesen, heading up retail activ- 
ities; Alfred B. Stanford, directing 
national activities; Vernon Brooks, 
advertising director, New York 


ce ea SES ms 


World-Telegram, arid H. C. Bern- 
sten, in charge of Pacific Coast 
activities. 

James W. Egan ZIr., 
Blade, NAEA president, opened 
the conference, and Harold V. 
Manzer, Worcester Telegram- 
Gazette, NAEA Ist vice-president 
and program chairman, presided 
over all sessions. 


Adds New Sales District 


Corning Glass Works, Corning, 
N. Y., has established a central 
sales district, with offices in Chi- 
cago, for its technical products di- 
vision. John D. Brown, formerly 
in the industrial sales department, 
has been appointed manager of 
the new district. Hugh Harris, 
field engineer for the Chicago dis- 
trict, will also be manager of the 
Chicago office. 


Phillips Joins Wurzburg 


Jesse Phillips, formerly treas- 
urer of Big Store Company, Cin- 
cinnati, has been appointed gen- 
eral merchandise manager of 
Wurzburg Company, Grand Rap- 
ids, Mich. 


Toledo 


Yes, 3,000,000. Three million. Husbands and wives — 
heads of families — 3,000,000 of them — with good 
incomes — pore over Better Homes & Gardens for the 
help it gives them in living better in a better home. 
(Cover to cover, ads and all.) 


Circulation Over 


It’s 100% service that screens out 
‘gives you this active homemaking 
billions every year. \ 


casual readers, and 
market that spends 


That’s too big a market for you to miss. May we tell 


you how BH&G is 100% service for you, too? 
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CBS Radio Sales 
Widens Activities 
as Representative 


NEw York — The broadcasting 
industry is watching with intense 
interest a move by Radio Sales, 
spot broadcasting division of 
CBS, which may mark the entry 
of Columbia as an open competi- 
for in the field of station repre- 
sentation. 

Starting Oct. 1, Radio Sales will 
become representative for WRVA, 
50,000-watt CBS outlet in Rich- 
mond, Va., replacing Paul H. 
Raymer Company, the station’s 
representative for the past 11 
years. 

Previously Radio Sales, which 
differs from other representatives 
in that it sends its salesmen to 
visit stations at regular intervals, 
has handled only Columbia- 
owned stations. An exception is 
WBT, Charlotte, N. C., which was 
owned by CBS at the time it was 
included in the list. Radio Sales 
also was first to employ staff men 
to specialize on selling local live 
talent programs. 

J. L. Van Volkenburg, general 
manager of Radio Sales, said a 
couple of other stations are being 
considered for addition to the list. 
He added: 

“Radio Sales has opened a little 
crack in the door. This does not 
necessarily mean that we are go- 
ing out high, wide and handsome 
after new stations. However, you 
can never tell who will slip 
through the crack.” 


‘Sentinel’ Boosts Two 

Fritz S. Updike, managing editor 
of the Sentinel, Rome, N. Y., has 
been appointed to the newly cre- 
ated position of general manager 
of the newspaper and its radio 
stations, WRUN and WRUN-FM. 
Martin R. Marriott succeeds Mr. 
Updike as managing editor. 


Philipp Appoints Fouse 

Donald P. Fouse, formerly with 
Associated Products, Inc., has 
been appointed sales representa- 
tive of Philipp Lithographing 
Company, with headquarters in 
the Chicago office. 


bright idea 
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LITHOGRAPHERS + PRINTERS + BINDERS 
400 NO. HOMAN AVENUE, CHICAGO 24, HL. 
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Mayers Co. Appointed 


The American Farm Bureau 
Federation, Chicago, publisher of 
Nation’s Agriculture, has  ap- 
pointed the Warren T. Mayers 
Company, New York, eastern ad- 
vertising representative of the 
magazine. The New England ter- 
ritory will be serviced from the 
New York office. 


"STANDARD AND PHOTOGRAPHI 
SILK SCREEN PROCESS 


WE 00 THE COMPLETE JOB, ANY SIZE, ANY STYLE, 
QUANTITY, ANY:COLORS, WE ALLOW STANDARD. © 
AGENCY COMMISSIONS 


Adds Customer Research 


Kimble Glass, division of Owens- 
Illinois Glass Company, has or- 
ganized a customer research de- 
partment, with Joseph F. Greene, 
director of. research of Kimble 
Glass Company until it became a 
division of Owens-Illinois, as di- 
rector. The new department is 
located in Vineland, N. J., but 
peed be moved to Toledo early in 
1948. 


LeVally Names Cominos 

James G. Cominos, formerly a 
radio executive with Batten, Bar- 
ton, Durstine & Osborn, New 
York, has been appointed vice- 


LeVally, Inc., Chicago. 


*Less than 10% 


RIDDER-JOHNS, 
NEW YORK 


the St.Paul Dispatch 
and Pioneer Press are 
the Only Daily Papes 
Read by 90% (] of the 
531,000 people in 
the St. Paul A 8B. dl 
city zone." 


of the people in the St. Paul 
City Zone read any other daily newspaper. 


INC.—National Representatives 


CHICAGO 
342 Madison Ave. Wrigley Bldg. 


DETROIT ST. PAUL 
Penobscot Bldg. Dispatch Bldg. 


president and radio director of 


Write for circular and 
distribution plan. 


YOUR DEALERS WILL BE GLAD TO 

SHARE COST OF A Golden Glow SIGN 

BECAUSE IT CARRIES THEIR NAME 
Among the most beautiful and effective of all signs 


—deep engraved letters and design brilliantly illu- 
minated in colors 


MADE 
OF 
NON- 
| SHATTERING 

LUCITE 


HEXCO PRODUCTS, Inc. 
2711 S. Wabash Ave., Chicago 6 


Larger Ad Role 
Spelled Out for 
Newspaper Admen 


Kaiser, Mayer, Hoyt 
Tell NAEA of Need 
for Selling System 


San FrRancisco—Henry Kaiser, 
industrialist —— Louis B. Mayer, 
movie maker—and Palmer Hoyt, 
publisher—spoke as one in as- 
signing advertising the job of 
selling Americans on America, in 
addresses to the summer confer- 
ence of Newspaper Advertising 
Executives Association here last 
week. 

Mr. Kaiser called building na- 
tional morale this country’s great- 
est piece of unfinished business. 

That preserving the many lib- 
erties won on many battlefields is 
the responsibility shared by news- 
papers, radio and motion pictures 
was the charge of Mr. Mayer. 

Advertising faces its greatest 
challenge today, according to Mr. 
Hoyt, in selling itself on America; 
selling America on America; sell- 
ing the world that the way of 
freedom is the only way of life. 


Morale Called Cure 


Mr. Kaiser claimed there is 
nothing wrong with America to- 
day that high morale won’t cure. 
“Our country,” he said, “with only 
6% of the world’s people, pro- 
duces 25% of the world’s goods. 
Our productive capacity now 
stands at 45% above the last pre- 
war year of 1941. 

“A clear look at the above facts 
makes it plain that we of the 
United States are suffering from 
a short supply of only one truly 
basic commodity—morale. Until we 
have made that commodity abun- 
dant, we will be hamstrung in our 
efforts to replace the wealth and 


spot at a session of the Newspaper Advertising Executives Association in San Francisco. 
Alfred B. Stanford, director, Bureau of Advertising, ANPA; Cornwell Jackson, vice-president, J. Walter Thompson Co.; 
Thor Smith, assistant publisher, San Francisco Call-Bulletin; Harold Manzer, Ist vice-president, NAEA; Mr. Mayer; James W. 
Egan Jr., NAEA president; Joseph Cawthron, San Francisco News; George Steele, 2nd vice-president, NAEA, and Palmer 


Hoyt, publisher of the Denver Post. 


NEWSPAPER AD EXECS HEAR M-G-M CHIEF—Louis B. Mayer, head of Metro-Goldwyn-Mayer, occupies the speaker's 


Left to right at the table, are: 


| goods expended in the past con- | 


flict. 
“The only way I know to pro- 


is through salesmanship.” 


the war as evidence of a poor 
job done of “selling ourselves to 
each other.” 


Wants Old-Fashioned Selling 


Most companies spend far too 
little on selling their own em- 
ployes, he said, adding: 

“Tf management has a_ good 
story to tell, a good product to sell 
to labor—and I believe that this 
is so—then why not take off the 
gloves and doa good old-fashioned 
selling job? American labor is 
not made up of fools. If Ameri- 
can free economy is demonstrated 
to be to their advantage—they’ll 
buy it.” 

Stressing the importance of 
timing in salesmanship, Mr. 
Kaiser asserted that the best pos- 
sible timing for the sales job he 
was describing is right now. 

He also called for salesmanship 
in wiping out the feeling of sec- 
tionalism among people in the 
U. S. and in selling the people of 


duce morale in abundant supply | 


Mr. Kaiser cited this country’s | 
record of industrial unrest since | 


Russia the idea that the world 
is large enough for all nations to 
live together peaceably, to trade 
with each other freely and to 
prosper through friendly rela- 
tions. 

“Depression talk in America is 
just about the poorest sales talk 
I can think of,” he said, “but, if 
I were a member of the Russian 
government or a Russian man on 
the street, I’d be tremendously 
impressed with a sales argument 
based on high American morale.” 

Explaining that the message of 
the screen reaches 235,000,000 per- 
sons around the world in 86,640 
theaters, Mr. Mayer said that mo- 
tion pictures should not only af- 
ford entertainment but have im- 
portant educational value. 

In the present crisis, he claimed, 
they can portray fairly and hon- 
estly the American way of life and 
be a powerful influence in the 
lives of the millions in other coun- 
tries who are either denied access 
to our way of life or who have 
never had the opportunity of ex- 
periencing it. 


Instrument of Freedom 


“Tt is not difficult to understand 
why Mussolini and Hitler pro- 
hibited the exhibition of American 
motion pictures in their coun- 
tries,’ he said. ‘They did not 
want their people to learn the 
way of a free nation.” 

According to Mr. Mayer, movies 
stimulate the desire of people to 
purchase new inventions, to adopt 
new styles and to want the ma- 
chinery they see in the farmers’ 
fields. ‘“‘A new design in a house, 
a new style in a woman’s hat or 
hair-do, or a new design in a 
dress—all are popularized through 
the motion picture screen,’ he 
said. 


along with the newspapers and 
radio, is fighting the battle for 
freedom of speech, and that “in 
my opinion, the motion picture 
industry has greater possibilities 
of power and influence than any 
other single instrumentality.” 


A Job for Advertising 


The issue between Russia and 
the U. S. boils down to human 
freedom, Mr. Hoyt told the con- 
ference. Liberty belongs to the 
individual or it does not exist, 
he said. 

The publisher of the Denver 
Post insisted that advertising has 
a tremendous part to play in the 
present battle for peace. He cited 
General Marshall’s assertion that 
American foreign policy hasn’t 
the slightest chance unless it en- 
joys popular support as evidence 
of the need for advertising’s ef- 
fort to build up this support. 

“I believe advertising reached 
adulthood during World War II,” 


Mr. Mayer said that the screen, 


TU A AUN THC Hw Yo ane 


“He wants to be a tobacco auctioneer on 
WFDF Flint.” 


1872 


Seventy-five years of 
fine papermaking 
1947 


Trufect*, Kimfect 


KIMBERLY-CLARK CORPORATION, 


NEENAH, WISCONSIN 


For printing with the 
very feel of quality — 


choose a 


Levelcoat* printing papers are made in the following grades: 
*. Multifect* 


, and Rotofect*. 


Kimberly 
Clark 


aencance * TRADEMARK 
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Mr. Hoyt said. “The job done by 
the Advertising Council has no 
precedent in the history of the 
business world. It is heartening 
to know the council is carrying 
on its great work because of the 
vision of American business and 
advertising leaders. 

“After we sell ourselves on 
democracy we can sell dynamic 
democracy to the world. The story 
of the American way must be told 
in every conceivable fashion. 

“Here is a time for decision, 
and in this time the strong voice 
of advertising should be heard 
telling in a practical way the ac- 
tual story of America—her pro- 
cedures, her privileges, her re- 
sponsibilities and her gadgets. 

“I heartily approve the plans 
of the Advertising Council to 
channel $100,000,000 a year into 
the selling of America and of the 
various worth while and necessi- 


TIME OUT—Enjoying a break in the affairs of the Newspaper Advertisin 

Executives Association during its San Francisco convention, are (left to right} 

Karsell W. Bates and W. B. O'Shea, Modesto Bee; Nelson Roberts, San Diego 

Union and Tribune-Sun; Harry Green, John P. Scripps Newspapers; Marion 
S. Walker, Ventura Star-Free Press, and R. W. Millard, Fresno Bee. 


Buente Names Stallard 


tous public service programs.” 


Simon & Mogilner Sets 
Fall Promotions 


David Stallard, formerly secre- 
tary of H. B. LeQuatte, Inc., has 
been named account executive of 
George P. Buente, Inc., New York, 
where he will specialize in grocery 
product advertising. 


Form Publishing Firm 


Bill Lee, Art Gassaway and 
Douglas Guy have formed a new 
direct mail and industrial pub- 
lications concern, Special Publica- 
tions, with offices at 540 Emerson 
St., Palo Alto, Cal. 


Fights Vending Machines 
for Selling Drug Items 


The Washington State Pharma- 
ceutical Association has voted to 
condemn the use of vending ma- 
chines to sell drug items outside 
drug stores. The protest followed 
the installation of vending ma- 
chines in Seattle restaurants for 
selling vitamins. The druggists 
contended that the “dispensing of 
drugs by vending machines is not 
under supervision of registered 
pharmacists and this practice is 
not in the interest of public 
health.” 


Plans Fall Food Drive 

Fine Foods of Canada, Tecum- 
seh, Ont., will launch a fall cam- 
paign in national magazines, ro- 
togravure sections of weekend 
papers and business papers for 
promoting Green Giant canned 
foods. The Windsor office of Walsh 
Advertising Company is handling 
the campaign. 


Gets Whole Account 
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of the advertising of Maritime 
Milling Company, Buffalo, manu- 
facturer of Hunt Club dog food. 
The agency has been handling the 


company’s cattle and poultry feed 
division. 


KRON Aired July 1 
KRON, new FM station owned 
and operated by the San Fran- 


cisco Chronicle, went on the air 
July 1. : 


Comstock, Duffes & Co., Buffalo, 
has been appointed to handle all| 


LANTERN SLIDES 


ay a 3%"x 4” 
BLACK ; WHITE, ‘cin 


For Presentations —_—| 
_ Sales Meetings _ 
Television, etc. 
HAYNES. PROVOST STUDIOS 


18 EAST 41st ST., NEW YORK 17, N.Y. 
Telephone: LExington 2-5579 


Simon & Mogilner Company, St. 
Paul, manufacturer’ of Plapet 
Togs, has prepared a fall and 
winter promotion kit on Plapet 
Scientifit togs which will be sent 
to children’s wear buyers in spe- 
cialty shops and department stores 
from coast to coast. Included in 
the kits are counter cards, news- 
paper mats, display cards featur- 
ing the Scientifit height, weight 
and waist charts, clerk informa- 
tion sheets and radio announce- 
ments for use on locai stations. 

In addition to these kits, the 
company’s fall plans include trade 
publication and consumer adver- 
tising, and a series of give-aways 
on network radio shows, to begin 
in September. Marson-Gold Ad- 
vertising Agency, Minneapolis, 
handles the account. 


AMA Forms Akron Unit 


A new chapter of the American 
Marketing Association has been 
formed in Akron, with the follow- 
ing officers: President, Dr. War- 
ren W. Leigh, head of the de- 
partment of commerce and man- 
agement consultant, University of 
Akron; vice-president, Fred F. 
Censky, manager of distribution, 
research division, Firestone Tire 
& Rubber; secretary, E. H. Son- 
necken, business research depart- 
ment, B. F. Goodrich Company; 
and treasurer, Robert A. Meyers, 
W. E. Wright Company. 


Names Duda A. M. 


Frank Duda, formerly with John 
Oster Mfg. Company, Racine, Wis., 
has been named advertising man- 
ager of Yates American Machine 
Company, Beloit, Wis., succeeding 
Lewis Craigo, who has joined 


Wood Worker’s Tool Company, 


Chicago. 
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PRESS: ScovcH TAPE. ON. TOP... REMOVE FROM STICK ...USE "= 


Anyone, anywhere can set 
type this new, practical way. 


PART R TET ETT 


Fast, economical —just the 
thing for heads or complete 
ads. Cardboard letters are 
automatically aligned when 


set into Fototype composing 
stick. No metal type, no 
messy ink, no impressions 


to pull. Over 75 popular a 
types to select from, each i 
packed in a compact, refill- @ 
able leatherette case. 
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Seven leading automobile ad- 
2 a are now using Reilly PLASTIC- 
TYPES in their newspaper campaigns. Six 


big gasoline advertisers and five railroad 
advertisers are also among our clients. 


4 


Sixteen of the top drug and soap 
advertisers have jumped on the 
Reilly PLASTICTYPE bandwagun. Among 
them are most of the oldest, biggest names 
in the drug and soap business. 


Yes, hundreds of national newspaper advertisers have 
found that the true fidelity of every Reilly PLASTICTYPE 
means truer fidelity of reproduction. This is no matter 
of opinion—tear sheets prove it! And remember this: 
Reilly PLASTICTYPES cut shipping costs an average 
of 60%, making first class and airmail shipments 
practical. Mail coupon for free details. 


Reilly Plastictypes \ 


REILLY ELECTROTYPE COMPANY 
305 EAST 45th ST., NEW YORK 17, N. Y. MUrray Hill 6-6350 
CHICAGO - DETROIT - INDIANAPOLIS - SAN FRANCISCO - LOS ANGELES 


Eight large tobacco advertisers 
have already switched to this finer, lighter 
plate that assures cleaner, more uniform 
reproduction, despite variance in mechan- 
ical production methods. 


- 
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Twenty leading food advertisers are 
using PLASTICTYPES, too—names 
that are famous for coffee, bread, beer, 
cereal, milk, etc. And this swing to 
Reilly PLASTICTYPES is only the beginning. 
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7 
a Reilly Electrotype Company 


f 305 East 45th Street, New York 17, N. Y. 
4 Mail me 
é a sample Plastictype, and tear- 
/ ia sheets. 
! 
! Have a representative call to give me 
1 full details. 
1 
| 
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Company 
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X 
“Address 
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Chicago Furniture 
Show Attracts 
30,000 Buyers 


(Continued from Page 1) 

a year ago, and resistance to low- 
price goods or high-price poor- 
grade merchandise is noticeable. 
Even on top-grade furniture, how- 
ever, buying was reported for 90- 
day delivery only, an evidence of 
retailers’ continuing worry over 
the well-publicized coming reces- 
sion. 

At breakfast meetings last week 
of the National Retail Furniture 
Association, retailers, manufac- 
turers and others voiced optimism 
about fall and winter sales but 
heard some warnings as to future 
difficulties. 

Business in general, and the 
furniture business in particular, 
will continue at present high levels 


Pinay Pee Raa | 
: Para. 


for a long time, association mem- 
bers were told by Dr. Charles O. 
Hardy, staff director of the Con- 
gressional joint committee on the 
Economic Report. 

It appears, he said, that “rising 
prices are a consequence of the 
abundance of purchasing power, 
since the prices that have risen 
most are precisely the ones which 
are made by the consumer.” 

B. F. McLain, president, Hart 
Furniture Company, Dallas, 
warned, however, that “the entire 
price structure is, of course, dis- 
turbing.” Furniture retailers, he 
asserted, “have already made their 
contribution of reduced profit 
margins while assuming higher 
operating costs.” 


Hits Price Fixing 


Mr. McLain pointed out that 
manufacturers have reduced 
dealer margins since OPA controls 
went off, through “establishing 
prices.” He said that such action 
not only cripples dealers but, by 
weakening their ability to sell, 
holds up the national productive 


and distribution system. It should 
be pointed out to manufacturers, 
he said, that retailers also have 
been affected by higher wages. 
Manufacturers who fix retail 
prices on their products are un- 
fair to retailers, he said. 

Retailers and manufacturers ex- 
pressed belief that sales of major 
appliances will hold up in almost 
all product classifications, even 
though over-all retail sales dip 
later this year. Appliances prob- 
ably will sell at a 20% down pay- 
ment later this year, compared 
with one-third down now, and 
instalment sale increases will off- 
set any resistance that might de- 
velop during a recession, it was 
said. 

Prices of major appliances will 
more likely rise than decline this 
year, manufacturers said at a 
Merchandise Mart press confer- 
ence Wednesday. E. P. Toal, sales 
manager, standard home receiv- 
ers, General Electric Company, 
Schenectady, declared that prices 
of national brand radios will not 
decrease. 


DAVID OWENS 

Ann Arbor, Micu. — David 
Owens, 48, supervisor of daytime 
radio programs for Dancer-Fitz- 
gerald-Sample in New York, died 
here July 4 after two months’ ill- 
ness. He reportedly was organiz- 
ing a greatly expanded radio divi- 
sion of the agency. 

Mr. Owens served with Col- 
umbia Broadcasting Company and 
National Broadcasting Company 
from 1929 until the late ’30s, when 
he joined Blackett-Sample-Hum- 
mert, former Chicago agency, 
with which he served four years. 
He directed or produced several 
top radio programs, including 
“Fibber McGee and Molly,” “Lum 
’n’ Abner” and “Just Plain Bill.” 
Mr. Owens was director of radio 
at the University of Michigan 
here during the war. He joined 
D-F-S a year and a half ago. 


SALEM N. BASKIN 
Cuicaco—Salem N. Baskin, 53, 

president of the Salem N. Baskin 

Advertising Agency here, died at 


GET TO THE MAN 
WHOSE “YES” Gets ACTION 


Sell him through the pages that Top Management 


values more highly than any other publication 


a top-income market, or an institu- 


tional message for top management, 
write or telephone for The Story of 


the J-of-C Market and a rate card. 


f iprsese decisions set policies. Their 


voices get action. Their prefer- 


ences start patterns. 


It is these men—top management 
in many industries—who read The 
New York Journal of Commerce as 
regularly as their morning mail. 


Because it is the most complete and 
authoritative daily report and anal- 


advertisers. 


ysis of the tides of commerce. 


Because it carries many exclusive 
profit news features not to be found 
in any other publication. 


Because its readers could not man- 
age as effectively without the J-of-C’s 
vital, up-to-the-minute business news, 
reports of trends and exclusive price 


and supply factors. 


The Journal of Commerce holds 
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Buick 
Gulf Oil 


A Few of Thousands of 
J-of-C Advertisers 


American Airlines 
Old Gold Cigarettes 
General Electric 
Mark Cross 
American Iron & Steel Institute 
Irving Trust Company 
New York Central Railroad 


Alcoa Steamship Company 
Celanese Corporation 
The New York Times 

Park & Tilford 
National Distillers 
Birds Eye Frosted Foods 
The Pullman Company 


If you advertise a business product 
or service, a commercial or industrial 
commodity, a consumer product with 


GET TO THE MEN WHO DECIDE... IN 
THE DAILY THAT HELPS THEM DECIDE. 


THE NEW YORK 


the confidence of thousands of policy- 
making executives, who pay $20 a 
year to read it. Its circulation repre- 
sents probably the highest concentra- 
tion of top executives available to 
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Journal of Lommerce 


53 Park Row, New York 15, N. Y. 


TOP MANAGEMENT’S 
GOOD RIGHT HAND 


Intensive Concentration of Top Management 
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his home July 4. 

Mr. Baskin first served with 
Meyer Both Company, then with 
the Carson-Baskin Advertising 
Agency and as advertising mana- 
ger of the Hub department store 
here. In World War I he served 
in the Navy, returning to join 
B. Kuppenheimer & Co. During 
the ’20s, Mr. Baskin was president 
of the Baskin Clothing Company, 
and later returned to the agency 
business as head of his own com- 
pany. 


B. W. KEIGHTLEY 

MontTrREAL—Bertram William 
Keightley, advertising manager of 
Canadian Industries Ltd., died 
suddenly June 30 at his home in 
Montreal West. 

Prominent in the Association of 
Canadian Advertisers for many 
years, Mr. Keightley was asso- 
ciation president three times. A 
native of Halifax, N. S., and edu- 
cated in England, he served with 
several Canadian and U. S. firms 
in advertising and selling capaci- 
ties. 


CHARLES F. KELLY JR. 

St. Louvrs—Charles F. Kelly Jr., 
president of Kelly, Zahrndt & 
Kelly, Inc., died at his home here 
July 4 following an illness of 
eight months. Mr. Kelly, who was 
51, began his advertising career 
over 30 years ago and established 
his own agency about 12 years 
ago. 


LUCIAN TAYLOR 


ToLepo—Lucian Taylor, 53, as- 
sistant general sales manager of 
Owens-Illinois Glass Company for 
the past nine years, died July 1 
in Toledo Hospital after a short 
illness. He had been with Owens- 
Illinois since 1912. 


Plugs Baked Beans 


Friend Brothers, Melrose, Mass., 
has launched a campaign in trade 
publications, a Marjorie Mills ra- 
dio hookup covering New Eng- 
land, Metropolitan Boston news- 
papers and 50 newspapers in other 
New England cities to promote its 
canned baked beans, brown bread 
and beef with gravy. 


Pancordion to Holley 


Pancordion, Inc., Long Island 
City, manufacturer and importer 
of piano accordions, has named 
Robert Holley & Co., New York, 
to handle its advertising. Na- 
tional and music trade publica- 
tions will be used. 


ra AMINOS 
CALLES 


{ROADS AND STREETS) 
Vhiedl (wilact 
with Latin-Americ an Buye 


your export market for heavy 
construction equipment 


Reach key buyers in Latin-America 

for all materials and equipment 
used in construction and mainte- 
nance of roads, streets, airports 
and all types of big-job construc- 
tion — 11,700 CCA, 


Write for Readership Survey and 
complete information on how you can 
sell your product in this great export 
market. 


PUBLISHING COMPANY 
22 Ww. MAPLE ST. ° CHICAGO TO, tL. 
NEW YORK + CLEVELAND + LOS ANGELES - SAN FRANCISCO 


Publishers of ROADS & STREETS > CAMINCS ¥ CALLE. « POWERS 
CATALOG + WATER & SEWAGE WORKS INGENTERIA Ss NITARIA Hf 
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Car Dealers Spend 
About $750,000,000 
for Better Stores 


NEw YorK—The market for 
store modernization among motor 
car dealers is about $750,000,000, 
R. L. Paulson, director of dealer 
building, design and layout of 
General Motors Corporation, told 
a panel meeting at the first annual 
store modernization show here 
last week. 

“At today’s prices,” he ex- 
plained, “the cost of planned new 
construction would exceed $500,- 
000,000 and the cost of remodeling 
and maintenance repairs would 
add another $250,000,000. . . 

“Many dealers are ready with 
plans, to be implemented as soon 
as government controls over the 
use of building materials are re- 
laxed. Other dealers are refining 
earlier plans or developing new 
ones.” 


Aids Dealers Four Ways 


General Motors has been aiding 
its dealers in this program, Mr. 
Paulson said: (1) By asking their 
comments on features liked or 
disliked in present building; (2) 
by forming a technical committee 
on operating methods and to de- 
velop formulas for establishing 
space requirements for various 
dealer activities; (3) through a 
design competition conducted by 
Architectural Forum, and (4) by 
asking manufacturers of building 
materials and fixtures to suggest 
how their products could be ap- 
plied to improve dealer building. 

C. K. O’Shea, New York, a 
district lighting engineer of Gen- 
eral Electric Company, pointed 
out that recent surveys among a 
large group of stores have found 
that improved lighting increased 
sales of jewelry stores an average 
of 37%; of furniture, household 
and radio stores, 27%; food stores, 
20%; general merchandise stores, 
22%; drug stores, 24%; and hard- 
ware stores, 40%. 

The average sales increase for 
all types of stores was 26%. 


Westinghouse Aids 


in Promoting Own': 


‘All’ Detergent 


MANSFIELD, O. — Westinghouse 
Electric -Company is helping td 
sponsor a new detergent, “All,” to 
be advertised and distributed by 
Detergents, Inc., of Columbus. 
Westinghouse and Monsanto 
Chemical Company developed the 
“soapless soap” for use in auto- 
matic washing machines. 

Detergents, Inc. has begun 
packaging the product and dis- 
tributing it through Westinghouse 
and Bendix dealers. Direct mail 
and dealer cooperative newspaper 
advertising are being used by De- 
tergents, and Westinghouse has 
developed a slide film for women’s 
clubs and sales organizations, de- 
scribing the development work. 
Fuller & Smith & Ross handles the 
Westinghouse promotion. 

“All” comes as a result of re- 
search begun by Westinghouse be- 
fore the war to find a detergent 
that would take care of varying 
water and dirt conditions in auto- 
matic washers. Westinzhouse later 
obtained aid from Monsanto in 
the work. Not wishing to enter 
the soap field, Westinghouse 
turned over the product to De- 
tergents. 


Browne to Geyer, Newell 


Randolph M. Browne Jr., for- 
merly account executive with 
Foster & Davies, Cleveland, han- 
dling the commercial lighting div- 
ision of General Electric lamp ad- 
vertising, and later handling new 
business, has joined Geyer, New- 
ell & Ganger, Detroit, on Nash- 
Kelvinators’ Leonard home appli- 
ance division. 


Last Minute News Flashes 


Congoleum-Nairn Plans Magazine Campaign 
KEARNEY, N. J.—Congoleum-Nairn has scheduled 10 magazines for 

its fall campaign. Full-color pages will appear, September through 

December, in American Home, Better Homes & Gardens, Country 


Gentleman, Good Housekeeping, 


Ladies’ Home Journal, McCall’, 


Progressive Farmer, True Confessions, True Story and Woman’s Home 
Companion. Mat service, radio scripts and recorded one-minute spots 
are available to dealers. McCann-Erickson is the agency. 


Starts Test Copy for ‘26’ Coffee 

New YorK—Isbrandtsen-Moller Company, through Cowan & Den- 
gler, is resuming advertising after a six months’ lapse due to a shift- 
ing of plant operations, with 280-line test copy to run in seven New 
York, Connecticut and Pennsylvania cities. Copy emphasizes quality 
of Isbrandtsen “26” coffee. Radio may be added later. 


Disposall to Be Promoted in Dailies 

Cuicaco—Hotpoint, Inc., plans to launch its first sustained promo- 
tion of the Disposall as a separate appliance next month with special- 
ized newspaper ads and store displays. Ten and 12-inch single-column 
copy will be used in dailies of about 80 cities, promoting the $125 
garbage disposer as a major kitchen aid for old homes not now ready 


to install the entire Hotpoint sink unit. Maxon, Inc., 


is the agency. 


Anderson Named Evansville National Ad Manager 

EVANSVILLE, InD.—Major Donald J. Anderson, formerly on the retail 
staff, has been appointed national advertising manager of Evansville 
Printing Corporation, publisher of Courier, Press and Sunday Courier 


& Press. 


‘National Echo’ Plans N. Y. Office 

NEw York—National Echo, State College, Pa., digest of high school 
publications first published this spring, will open a New York adver- 
tising office at 424 Madison Ave. Robert Kayser, formerly ‘of the 
Greenwich Time and Street & Smith Publishing Company, has been 
named advertising manager of the magazine, and Lawrence Cope, also 
with the Greenwich newspaper, will join the sales force July 21. 


Haller Liquors Invade New York Market 
PHILADELPHIA—W. A. Haller Corporation will start distribution of 

its liquors in the New York market this week, through Continental 

Distilling Sales Company. The account was recently placed with 


Walter Weir, Inc. 


To Promote Reduced Prices on Heating Pads 

BRIDGEPORT, ConN.—General Electric Company will schedule four- 
color pages next fall in Ladies’ Home Journal and Life to promote its 
three models of heating pads, at reduced prices of $4.70, $5.65, and 
$6.60, all plus tax. Young & Rubicam is the agency. 


Reintroduces BPR Reserve Whisky in New York 

New YorK—United Distillers of America is reintroducing BPR 
Reserve whisky into New York after a five-year absence. News- 
papers here are carrying 800-line ads spaced about two weeks apart; 
similar copy is being used in Baltimore and Boston. Weiss & Geller 


is the agency. 


Steelcraft Appoints Ruthrauff & Ryan 
Crncrnnati—Steelcraft Mfg. Company, maker of prefabricated 
buildings and building materials, has appointed Ruthrauff & Ryan 


here to handle its account. 


The Hucksters’ 
Gets Big Sendoff 


New YorK—Nothing so reveal- 
ing as figures are being released 
by Metro-Goldwyn-Mayer, but 
the film company’s new movie, 
“The Hucksters,” is getting the 
works. 

Radio promotion of the picture, 
starring Clark Gable and De- 
borah Kerr, through Donahue & 
Coe, has been scheduled for lead- 
ing cities throughout the United 
States. Spot announcements — 
eight or 10 daily—have been 
bought, starting about 10 days be- 
fore the opening. Usually, M-G-M 
begins teaser newspaper adver- 
tising two weeks before the open- 
ing of a movie, but for “The 
Hucksters” the advance newspa- 
per copy is running from eight to 
six weeks before the showing of 
the film. 


AT&T, Donnelley Sued 
by Three Publishers 


The American Telephone & 
Telegraph Company, New York, 
21 affiliated companies, and the 
Reuben H. Donnelley Corporation, 
Chicago, have been named de- 
fendants in a $16,000,000 anti- 
trust suit filed by the independent 
directory corporations of New 
York, Chicago and Los Angeles. 

The complaint charges that the 
defendants, in an effort to mon- 
opolize the business of publish- 
ing and distributing classified 
business directories, entered into 
a conspiracy which has “greatly 
diminished, and in many places 
destroyed,” the business of the in- 
dependent directory companies. 


ABC's Co-op Sales 
Up Over Last Year 


NEw YorK — Co-op program 
sponsors of the American Broad- 
casting Company have increased 
29% over last year, Harold Day, 
co-op program sales manager, has 
announced. The total number of 
such advertisers as of June 30, 
1947, was 635, compared with 494 
for 1946. 

ABC’s affiliates sell $2,000,000 
worth of local time annually 
through the network’s co-op pro- 
grams. 

There were 45 new sales in 
June of this year compared with 
25 in the same month last year. 
Most of the new sponsors bought 
the time for institutional adver- 
tising. 

Department stores — 95 — head 
the list of ABC’s co-op backers, 
with automobile and automobile 
parts companies in second place 
with 89 and financial institutions 
next with 53. 


La France Opens Contest 
for Bendix Washers 


General Foods Corporation will 
use 1,000-line advertisements in 
a wide list of newspapers 
throughout the country and its 
daily program, “Second Mrs. Bur- 
ton,” heard over 65 CBS stations, 
to promote a contest in which $1,- 
000 and 40 deluxe Bendix auto- 
matic home laundries will be off- 
ered for completing, in 25 words 
or less, “I like La France bluing 
flakes containing luminess better 
than any other bluing be- 
cause. . .”, accompanied by a box 
top. 

Young & Rubicam is the agency. 


Hocking Expands 


Commission View 
of Free Press 
Cuicaco — “Freedom of the 


Press, a Framework of Principle,” 
was published last week by the 
University of Chicago Press ($3). 
It is the latest published report 
to develop from the. Commission 
on Freedom of the Press, an un- 
official group which investigated 
all aspects of press freedom under 
a $200,000 grant from Time, Inc., 
and a $15,000 grant from the En- 
cyclopaedia Britannica. 

General conclusions of the com- 
mission were published earlier, as 
was a volume dealing with radio 
(AA, March 31). 

“Freedom of the Press” was 
written by William Ernest Hock- 
ing, professor of philosophy, em- 
eritus, Harvard University, who 
is a member of the Commission 
on Freedom of the Press. In gen- 
eral, it enlarges upon the conclu- 
sions, with regard to the press, 
which were presented in the com- 
mission’s over-all report: Free- 
dom of the press is vital to a free 
society; there have been and are 
abuses of freedom of the press; 
such abuses must be corrected, 
but correction must be left largely 
to the press itself, since corrective 
action forced upon the press may 
develop into a cure more serious 
than the disease. 


Blames Pressure Groups 


Prof. Hocking sees the threats 
of freedom to the American press 
stemming largely from conscious 
or unconscious catering to sen- 
sationalism and pressure groups, 
notably press agents, rather than 
from direct domination by vested 
interests, and a conscious resist- 
ance of such pressures is his pri- 
mary solution to the problems of 
maintaining a free and reponsible 
press. 

It is a curious thing that a dis- 
cussion of the present-day prob- 
lems of the press should be 
couched in language which strikes 
the ordinary reader as closely ap- 
proaching the Elizabethan in 
many spots. The book is not easy 
reading, and seems destined to 
leave more impact in the field of 
philosophy than among members 
of the contemporary working 
press. 


Weaver Leaves 
Amer. Tobacco, 
Heads Y&R Radio 


NEw YorK—Sylvester L. (Pat) 
Weaver, advertising manager of 
American Tobacco Company, will 
resign Aug. 15 to become vice- 


president in charge of radio and, 


television and a member of the 
plans board of Young & Rubicam. 

Mr. Weaver was manager of 
Y&R’s radio department prior to 
1938, when he left to join Amer- 
ican. In 1941 he left the tobacco 
company to become director of 
radio for the Coordinator of In- 
ter-American Affairs, and subse- 
quently served as a naval officer. 
Following his separation from the 
Navy he rejoined American To- 
bacco in December, 1945. Prior to 
working with Young & Rubicam, 
he was a freelance director and 
program director of the Don Lee 
Network on the West Coast. 

No successor will be named at 
American Tobacco Company, the 
company told AA. George Wash- 
ington Hill Jr., vice-president in 
charge of advertising, has taken 
over the duties of Mr. Weaver, 
and “no changes in the staff or 
operation of the department will 
take place.” 

Sources at Y&R said that any 
further additions to the agency’s 
staff will be made after Mr. 
Weaver’s arrival. 


White Rock Adds 
R. |. Franchise, | 
Firstin East 


New YorK—White Rock C 
ration has issued its first jlocal 
bottling franchise in the East to 
the White Rock Bottling Company 
of Rhode Island and is using ad- 
vertisements of varying sizes up 
to 1,000 lines, in 12 newspapers of 
10 southern New England cities, 
to announce that “White Rock 
quality beverages at popular 
prices” are now available. | 

The company’s first franchise 
was granted last October in Port- 
land, Ore., followed by bottling 
licenses in Los Angeles and the 
Seattle-Tacoma area. 

Until the White Rock Minera) 
Springs Corporation of Waukesha, 
Wis., was purchased in 1944 by 
National Distillers Corporation, 
White Rock Sparkling Water: was 
bottled only in Wisconsin, : and 
distributed at a price higher tthan 
competitive brands in a nd-de- 
posit bottle. 


Add Other Beverages . 


Introduction of the franchising 
operation means a broader line at 
popular prices, and in a deposit 
bottle. The 28-ounce bottle ‘now 
sells for 15 cents plus deposit, as 
compared to the old price of 25 
cents without deposit. A six-bev- 
erage line (Sparkling Water,: gin- 
ger ale, lemon-lime, orange soda, 
root beer, and Tom Collins mix) 
is now available, as compared to 
the former two-item line, Spark- 
ling Water and a little-promoted 
ginger ale. 

The Rhode Island franchise.cov- 
ers eastern seaboard territory 
south of Worcester, Mass.,. and 
north of New London, Conn., ex- 
cluding the Boston area. Newspa- 
per copy emphasizes that “be- 
cause White Rock is now :pro- 
duced and bottled in New Eng- 
land, you can now enjoy the ex- 
clusive character, distinctive taste, 
and essential mineral elements 
heretofore only available in the 
more expensive White Rock Wau- 
kesha mineral water, at a = 
saving in cost.” 

Newspaper copy is pelae ; sup- 
ported by 24-sheet posters in the 
12 markets and plans are under 
way to add radio advertising soon. 

The corporation handles all ad- 
vertising, including that of li- 
censes, and will continue its mag- 
azine schedule of 10 to 12 color 
pages yearly in Life and The New 
Yorker. Kenyon & Eckhardt is the 
agency. 


Establish PR Firm f 


Maximilian Elser Jr. and Ben J. 
Cothran have resigned from J. 
Walter Thompson Company, New 
York, with which they have been 
connected for 13 years, to open 
a public relations firm, Elser & 
Cothran, at 521 Fifth Ave. Mr. 
Elser has been editorial head and 
chairman of the plans board of 
Thompson’s public relations-pub- 
licity department, and Mr. Coth- 
ran has been an account executive ° 
in that department. 


Changes to Bi-Monthly 
The Harvard Business Review, 
Boston, will be published bi- 
monthly, instead of quarterly, 
effective with the January, 1948, 
issue. Issues will appear Jan. 1, 
March 1, May 1, July ‘1, Sept. 1 
and Nov. 1. Effective Oct. 1, 1947, 
subscription rates will increase 
from $5 to $6 for one year, from 
$8 to $9.50 for two years, and ‘from 
$10 to $12 for three years. Single- 
copy price will remain at $1.50. 


‘ 


To Blaine-Thompson , 
Blaine-Thompson Company, 
New York, has been named tp di- 
rect the advertising of Celotex 
Corporation, Chicago. 
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COSMOPOLITAN 


readers 


the JONESES* | 
other people 


try to 
keep 


They read Cosmopolitan for its superlative fiction 
live tastefully, spend with finesse. Regardless 
of income they’re the pace-setters in every com- 
munity. Whether it’s cars or cosmetics, they're 
first to try new things, to buy the most things. 
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